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Rough Proofs 


Standard Brands, it is reported, 
has renewed its Charlie McCarthy 
program for another year. Charlie 
claims he hadn’t even talked to an- 
other sponsor. 

vvy 

Arno Reincke’s promotion piece 
got lead-off position in the January 
issue of Reader’s Digest. Editors are 
beginning to find out that advertis- 
ing men can write, too. 


a, 


Wright Patman is said to have re- 
ceived some McKesson & Robbins 
money for anti-chain store talks. 
Sounds like paying a baseball player 
to indulge in his favorite pastime. 
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Government hostility to advertis- 
ing was roundly denounced by Con- 
gressman Barton, ADVERTISING AGE 
reports. 

We'd agree with you, Congress- 
man, even if you weren’t an adver- 
tising man. 
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“Unfortunately,” remarks This 
Week, “many advertisers today are 
draining the fizz but forgetting the 
whisky.” 

Them’s fightin’ words, suh! 


> 2 oe 


Looks as if Chase & Sanborn may 
abandon the dated bag in favor of 
vacuum cans. Chances are they de- 
cided that the once popular idea had 
become dated. a 
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Every woman, an advertiser an- 
nounces, probably after deep re- 
search, is a law unto herself. And 
it would be just dandy if that were 


7, = 


A national advertising campaign 
is to be started by the growers of 
cherries, who have decided, as Col. 
Stoopnagle would say, that life is 
not just a bowl of. 
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In order to help speed up distri- 
bution, Uncle Sam is going to spend 
$1,200,000. And the twelve hundred 
thousand dollars will furnish the 
first exhibit in speedy distribution. 
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In spite of the fact that it would 
take away a lot of the fun auto 


dealers have had playing around 
ith trade-in allowances, the boys 
e anxious to establish resale price | 


maintenance. | 
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Direct sellers are planning a lot | 
local newspaper advertising to 
build public good-will. The first | 
hing to explain is that the women, | 
God bless them, can still carry the | 

il in those bargain-counter rushes | 
iown town. 
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Lots of absent-minded professors 
i other readers of the SEP are 
I to have to reorganize their | 
eek, what with the Post coming in 
hereafter on Wednesday instead of | 
uesday. 
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Hard liquor programs are to be | 
‘Nicially banned from the air | 
ves, but there are still plenty left | 
t are guaranteed to leave the | 
tomers more than a bit groggy. | 
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nis makes 468 columns of Rough | 
fs. Of course, if we’re boring 
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Townsends Cast 
Their Lot with 
Calkins & Holden 


Turn Institute Over to 
Albert E. Haase to 
Join Agency 


New York, Dec. 21.—W. S. and 
A. J. Townsend will withdraw as 
president and _ vice-president re- 
spectively, of the Townsend Adver- 
tising Research Institute on Jan. 1, 
1939, to enter the advertising agency 
field as active partners in Calkins & 
Holden, New 
York, it was an- 
nounced today. 

Calkins & 
Holden has long 
been identified 
with the Town- 
send _ brothers 
and their 27 basic 
selling elements, 
whose full sig- 
nificance first 
burst upon an 
amazed and 
somewhat horri- 
fied advertising 
world last June when Lord & 
Thomas and Quaker Oats Company 
severed their 30 years’ connection 
because of salient differences of 
opinion over the merits of such a 
system of evaluating copy. 

In making their new move, the 
Townsend brothers will place the 
destiny of the institute in the hands 
of their associates, retaining only a 
two sevenths 
ownership. Al- 
bert E. Haase 
will become 
president of the 
Townsend Ad- 
vertising Re- 
search Institute, 
with Dr. William 
J. Reilly serving 
as chairman of 
the board. Leon 
Soudant will be- 
come vice-presi- 
dent and Helen 
Collins, secretary. 
The two Townsends, however, will 
continue to advise the Institute. 

In announcing his new plans, 
W. S. Townsend also revealed a 
new policy for the Institute, under 
which no additional me.nbers will 


W. S. Townsend 


A. J. Townsend 


ibe admitted after Jan. 15, 1939. The 


stable membership will permit the 
Institute to give increased emphasis 
to research, including studies of 
advertising effectiveness, and will 
also enable it to expand its opera- 
tions in the retail field. A depart- 
ment store service has been devel- 
with Lord & Taylor, New 
York, and Woodward & Lothrop, 
Washington, the first benefici- 
aries. 

The Townsend Institute 
cent development in the sensational, 

(Continued on Page 27) 
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Trustee Tells Policy; 
Drug Scandal May Halt 
Legislation 


New York, Dec. 22.—Advertising 
and all other normal activities of 
McKesson & Robbirs will continue 
without change or diminution, Wil- 
liam J. Wardell, federal trustee, 
told ADVERTISING AGE today. ‘“Busi- 
ness as usual” will be the guiding 
principle, he said. 

Meanwhile, speculation was rife 


and proposed national legislation of 
the sensational developments in the 
career of the big drug company. 
Mr. Wardell, in clarifying the 
position of McKesson & Robbins, 
pointed out that its principal busi- 
ness is, and always has been, the 
wholesaling of drugs and liquors. 


Legislation Affected 


“This business, which represents 
an annual volume of $140,000,000,” 
he said, “is carried on through 80 
wholesale warehouses strategically 
located throughout the country. It 
represents 50,000 items produced by 
4,500 manufacturers. 

“Thanks to the continuing confi- 
dence and cooperation of both 
manufacturers and retailers, this 
business is continuing in normal 
volume. Advertising in newspapers, 
magazines and by radio is an essen- 
tial part of it which will not be im- 
| paired.” 

Not only the projected anti-chain 
| bill but two laws already on the na- 


(Continued on Page 26) 


Chicago, Dec. 23.—Morris-Schenker-Roth, Inc., announced today that 
because of a difference in viewpoint on advertising policy, it is withdraw- 
| ing from the account of Premier-Pabst Sales Company. 


12 . one . 
9g, Colgate Signs Lord Program, Ends Litigation 

New York, Dec. 23.—Signing of a new contract between Colgate- 
| Palmolive-Peet Company and Phillips H. Lord, Inc., for renewal of the 
“Gang Busters” radio program during 1939, today brought to an end 
25 | the suit in federal court whereby Lord was attempting to establish ex-| 
12| clusive ownership to the program title. 


Spang Named President of Gillette 
| Boston, Dec. 23.—J. P. Spang, Jr., 


| Gillette Safety Razor Company, 


as to the possible effect on existing} 


HOW PATMAN SPEECHES WERE PUBLICIZED 


PATMAN WINS OVATION AS 1,200 CHEERING 
DRUGGISTS HEAR HIS PLEA FOR COOPERATION 


— oe ~_ — 
Seone of the Palme: Howse, Chicages, on the Gecesces of Mr. Pet's Addrens, Monday New 16 


Spread from a November, 1936, issue of Drug Topics in which McKesson & 
Robbins billed Congressman Patman as a fair trade speaker working under the 
drug firm's auspices. 


‘Maintain Promotion, 


McKesson-Robbins Slogan 


| 


tional calendar will be subjected to man, today stated specifically that 
severe scrutiny as one result of the| his group has no interest in adver- 


Last Minute News Flashes 
'Morris-Schenker-Roth Withdraws from Pabst Account 
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‘Not Interested’ 
in Advertising 


But Committee Plans 
Full Investigation of Fair 


Trade 


Washington, D. C., Dec. 22.—With 
the Temporary National Economic 
Committee officially in recess until 
the first of the year, members of 
that body were busily at work this 
week lining up a procedure for the 
resumption of hearings. Patent 
problems, as exemplified by the au- 
tomobile and glass industries, con- 
stituted the initial subject matter 
and, although no declaration has 
thus far been made on the next 
fragment of business scheduled for 
scrutiny, it is generally believed 
here that the insurance industry 
will hold the spotlight when hear- 
ings are resumed. 

Despite the fact that many ob- 
servers assumed that the recent 
statement of Assistant Attorney 
General Thurman Arnold on adver- 
tising might be a hint of a TNEC | 
attitude toward advertising, pri- 
marily because of Mr. Arnold’s 
presence on the committee, Senator 
Joseph C. O’Mahoney, TNEC chair- 


(Continued on Page 26) 


today was named president of | 


Agency Committee 


Rejects New 
Radio Pay Scale 


Holds It Threat to Use 
of Broadcasting; Will 
Meet Again 


New York, Dec. 21,—Proposals 
of the American Federation of 
Radio Artists are so far out of line 
with the economic possibilities of 
radio broadcasting that they con- 
stitute a real threat to the use of 
broadcasting for advertising pur- 
poses, the advertising agency com- 
mittee said today 
in its first formal 
statement since 
the conferences 
began early this 
year. 

That this view- 
point represents 
the consensus 
was emphasized 
by Chester J. La 
Roche, president 
of Young & Rub- 
icam, and chair- 
man of the committee, who said that 
“it reflects the overwhelming opin- 
.on of advertising agencies all over 
che country in reply to a question- 
naire issued to obtain their reactions 
to the new AFRA.proposal.”” ais 

Despite this indication that the 
two committees are far apart in 
their attitude, another meeting is 
scheduled for Dec. 27, when an ef- 
fort will be made to reconcile their 
viewpoints. 

The new proposal of the AFRA 
suggests establishment of a mini- 
mum wage for broadcasting artists 

(Continued on Page 25) 


C. J. LaRoche 


All in All, It's 
a Gay Yuletide 
in Old Tokyo 


Tokyo, Dec. 2.—Official non-be- 
lief in Santa Claus has been ex- 
tended to leading department 
stores in Japan. By voluntary 
agreement, members of Tokyo De- 
partment Store Association in- 
formed the Commerce and Industry 
Ministry this month that they will 
not display figures of Santa Claus 
or Christmas trees in their show 
windows during the holiday shop- 
ping season. 

That and nine other measures 
were decided on voluntarily by the 
association to cooperate with the 
Ministry in its campaign of na- 
tional thrift promotion. 


Other’ self-imposed regulations 


| will prohibit lottery prizes in con- 


nection with year-end sales; limit 
newspaper advertising to a quarter 
of a page, and outlaw glaring elec- 
tric signs, advertising balloons, 
signboards along railway lines, 
musical bands and use of the word 
“gift” in advertisements. 

The store owners also have de- 
cided that advertising posters will 
be used with discretion and that no 
unusual publicity schemes will be 
permitted. 

Special sales will be permitted, 
and stores will be allowed to stay 
open an hour longer than usual, 
but customers will not be induced 
to spend their money for gifts. 

Department stores in other Jap- 
anese cities are expected to follow 


succeeding S. C. Stampleman, who | the example of the Tokyo depart- 


| becomes chairman of the board. Mr. Spang resigned as vice-president | ment stores in line with the na- 


14| of Swift & Co. in October to become executive vice-president of Gillette. | 


tional thrift encouragement policy. 
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K&E In Montreal 


Kenyon & Eckhardt, Ltd., affiliat- 
ed with Kenyon & Eckhardt, Inc., 
New York, has opened offices in the 
Sun Life bldg., Montreal. Canadian 
accounts include Spud cigarettes, 
Quaker State motor oils, Kellogg’s 
All-Bran, Black Cat _ cigarettes, 
Craven A cigarettes and Knox Gela- 
tine. 


Statler Hotels Appoint 


Hotels Statler Company, New 
York, has appointed Haworth, Pow- 
ell and Thomas, New York, to han- 
dle public relations. The company 
owns and operates Statler Hotels 
in Boston, Buffalo, Cleveland, De- 
troit and St. Louis and the Hotel 
Pennsylvania in New York. 


Rose Appoints Blackstone 


Blackstone Company, New York, 
has been appointed by Billy Rose to 
place the advertising of his new 
“Diamond Horseshoe” in the Hotel 
Paramount, New York. The ac- 
count executive is Milton Black- 
stone. 


Uses “Sound-on-Tape” 


Station WFIL, Philadelphia, will 
soon augment its broadcast facilities 
with Miller “sound-on-tape” trans- 
mission, a technique that uses film 
in the same way in which screen 
sound is used for transcribed pro- 
grams. 


Every few months, sick or well, 
the radio advertising industry 
finds itself being offered some 
new Snake Oil for Every Ill, and 
the guarantee is right there on 
the label. But looking back 
over our own history, and that 
of radio in general, we con- 
stantly realize anew the funda- 
mental principle that lasting 
success is always a matter of 
good men and hard work. 

Hence Free & Peters offers you 
no Snake Oil. 


you the eager cooperation of 


Instead we offer 


fourteen good men fourteen 


N.Y. Ball Clubs ; 
Turn Ears 
‘Toward Sponsors 


New York, Dec. 21.—Games of 
the New York American League 
baseball club will be broadcast 
next season under sponsorship, Col. 
Jacob Ruppert, owner of the world 
champions, announced today from 
his sick bed. The Colonel, hitherto 
a bitter foe of baseball broadcasts, 
changed his mind during an eight- 
month siege of illness. 

The National League Giants had 
already announced that the club is 
receptive to offers of sponsorship, 
following the action taken a fort- 
night ago by the Brooklyn Dodg- 
ers, whose games will be sponsored 
jointly by General Mills and So- 
cony-Vacuum Oil Company. 


Await New York Move 


It is likely that two or more 
sponsors will join in a deal involv- 
ing both the Giants and the Yan- 
kees. Such a move would enable 
the advertisers to broadcast a home 
game of either the Giants or Yan- 
kees daily during the season, and 
facilitate a deal with one local sta- 
tion to carry all games. 

No station has been selected to 


air the Dodger games, the joint 
oP ia - 
/ PA 
“« » ve> ta 
Pil Ww. 


workers who are equipped to 


help you. Their radio and ad- 
vertising experience totals 165 
Thirteen are 


All average over 


cumulative years. 
college men. 
ten years with outstanding firms 
in the agency, publication and 
newspaper fields—average more 
than three years with our own 
successful organization itself. . . 
This that 


agency or advertiser would be 


is manpower any 
glad to have in its organization 
that you do have when you let 


us work with you. 


tion. 


sponsors awaiting developments 
now pending with the two New 
York clubs. Local stations have 
received inquiries from General 
Mills as to the price and availabil- 
ity of time next summer, but it is 
expected that no deal will be made 
until the Giants and Yankees take 
action. 

President Horace Stoneham of 
the Giants has announced that his 
club is in the market for a spon- 
sor, but the Yankees have taken a 
more guarded attitude. The opin- 
ion is that the Yankees will capitu- 
late if the price is high enough. 
Both clubs, according to officials, 
received higher offers in previous 
years, when radio rights were not 
for sale, than at present. 


Plan Cheese Drive 


A national cheese sales promotion 
will be launched in February by the 
Wisconsin Agricultural Authority, 
in cooperation with the Independent 
Food Distributors Council and Na- 
tional Association of Food Chains. 


Releases 13th Study 


A group of local newspaper suc- 
cess stories has been released by the 
Bureau of Advertising as the thir- 
teenth in its series of Advertising 
Facts, which are being distributed 
to member newspapers for publica- 
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ANA Survey Shows 
Probability of 
Larger 1939 Budgets 


91 Major Advertisers 
Plan Increases Averag- 
ing 15 Per Cent 


New York, Dec. 20.—Increased 
advertising expenditures in 1939 are 
forecast in a survey just completed 
by the Association of National Ad- 
vertisers with half the companies 
interviewed anticipating an average 
increase of 15 per cent in appro- 
priations. Forty-two per cent will 
spend the same in 1939 as in 1938 
and only 8 per cent will spend less. 
Better sales in 1939 were forecast 
by 84 per cent, the average ex- 
pected increase being 13 per cent. 

The ANA survey covered 182 
leading national manufacturers who 
use advertising as a regular part of 
their merchandising activity and 
whose annual budgets range from 
$50,000 to more than $1,000,000. 
Products include petroleum, drugs, 
toilet articles, grocery products, tex- 
tiles and wearing apparel, distilled 
and brewed beverages, household 
appliances, insurance, and iron and 
steel. The only major classifications 
omitted are automobiles and ciga- 
rettes. 

“It is encouraging to note,” said 
Paul B. West, president of ANA, 
“that these national manufacturers, 
on the whole, are planning for 1939 
with more confidence than has been 
evident over the past three or four 
years. Of those covered in the sur- 
vey, 84 per cent expect better busi- 
ness next year than in 1938; 13 per 
cent anticipate about the same as 
this year, and only 3 per cent look 
for a deerease. 

“It is also notable that only 8 per 
cent expect a decrease in their ad- 
vertising expenditures, and this is 
due entirely to peculiar industry 
conditions. 


Flexibility Is Popular 


“At the same time, advertising 
budgets are being kept flexible, per- 
haps more so than ever before. Few 
national advertisers find it possible 
to set up a rigid annual budget. 
Provision is made in most cases for 
reviewing the budget semi-annually, 
quarterly, or even monthly. Thus, 
adverse business or political condi- 
tions will result in quick downward 
revisions. 

“At the same time, many of those 
at present planning the same ex- 
penditures for advertising in 1939 
as in 1938, indicated that their 
budgets would be increased later if 
their expectations of better sales 
prospects are realized. 

“The increased dollar expenditure 
for advertising will not, of course, 
mean an equal increase in volume 
if advertising costs continue to go 
up as they have since 1929. That is 
a condition which has been and is 
worrying national advertisers, and 


certain shifts in media may take 
place as a result. Profitable sales 
can only be made as a result of 
profitable advertising. When the 


cost of a medium becomes too high, 
the manufacturer is, of course, 


forced to turn to another to carry | 


his message to the public.” 


REE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Dicneer Radic Station Representatiues 


“Tribune” Appoints Rep 

| Tenney, Woodward & Co., New 
Prrerse has been appointed exclusive 
national advertising representative 
of the Evening Tribune, Hornell, 
|N. Y., effective Jan. 22. 


viiniiletesaipaiianbanii 
| Cleveland Named 


Rex Cleveland, typographer and 
designer, has joined the staff of The 
Composing Room Inc., New York 
advertising typographer, as art di- 
rector. 


Margarine to Keeling 
Standard Nut Margarine Com- 
pany, Indianapolis, maker of mar- 


i 


LIFE-LIKE SALESLADY 


— 


Life size makes this floor display, pro- 
duced for Swift & Co. by Forbes Litho. 
graph Company, unusually appealing, 


— 


N ovember Decline 


of 17% Shown in 


Rotogravure Total 


New York, Dec. 22.—Rotogra- 
vure linage in November totaled 
1,047,616, a decline of 17 per cent 
from the 1,262,349 lines used dur- 
ing the corresponding month in 
1937, Kimberly-Clark Corporation 
reported today. The October de- 
cline was 16.6 per cent. 

National rotogravure linage to- 
taled 525,681 as compared with 
816,732 last year, a decline of 35.6 
per cent. Local linage, however, 
showed a gain of 14.6 per cent, the 
current total being 521,935, as 
compared with 445,617 in 1937. 

Of the total, 907,063 lines were 
monotone and 140,553, color roto. 


Metropolitan Appointed 
The Los Angeles office of the 
Metropolitan Advertising Company 
has been appointed to handle the 
advertising of the Men’s Wear 
Manufacturers of Los Angeles. 


Langworthy to Ramsey 
Norval B. Langworthy, formerly 
with Matteson - Fogarty - Jordan 
Company, has joined The L. W. 
Ramsey Company, Chicago, as vice- 
president and copy chief. 


Operates 24 Hours Daily 


Station WIP, Philadelphia, now 
operates on a 24-hour schedule, go- 
ing off the air only on Mondays from 
1 to 7 a. m. for inspection and re- 
pairs. 


IT'S GOING TO BE A 
VERY HAPPY AND 
PROSPEROUS 
NEW YEAR 

IN 1939 

FOR THOSE IN 


THE HIGHWAY Kn 
FIELD WHO USE 


ROADS ano STREETS 


A GILLETTE PUBLICATION,’ CHICAGO 


x 


CHICAGO 
180 N. Michigan 
Franklin 62372 


NEW YORK 
247 Park Ave. 
Plaga 5-4131 


DETROIT 
New Center Bidg«. 
Trinity 2-8444 


SAN FRANCISCO 
One Eleven Sutter 
Sutter 4353 


LOS ANGELES 
Cc. of C. Bids. 
Richmond 6184 


ATLANTA 
Bona Allen Bidg. 
Jackson 1078 


garine and related products, has ap- 
pointed Keeling & Co., Indianapolis, 
to handle its advertising. 
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In the January Issue 


puts its famous soups into 


Z-_\MERICAN HOME 


> “ 
a a. Ne 
: bei. 


HOLIDAY 
THOUGHTS FOR FOOD 


N holiday times a young wife's 
thoughts turn to food . . . smart 
new dishes . . . traditional morsels 
. . modern recipes for old-fash- 
ioned favorites—as featured in the 
December and January issues of The 
American Home. 

So—we introduce a glamorous 
array of festive foods to make the 
season gayer—a dozen pages of 
Yuletide recipes, from steaming 
soups to minted nuts . . . cookies for 
the Christmas tree...sparkling 
table settings for merrier meals. . . 
hors d'oeuvres that attract compli- 
ments and tickle palates . . . candies 
that vouch hospitality—and count- 
less other good things. 

Again, we present new ideas for 

the famous Menu Maker—prize of 
modern kitchens—a veritable gold 
mine of cookery containing 212 
favorite basic recipes as created by 
our editors. 
FOR HELPFUL HOLIDAY FOOD 
IDEAS — twenty-one pages of them 
—turn to your American Home for 
December and January. 


Mr. HARRY EF. JONES, Advertising Manager) 
\ 


of the Campbell Soup Company, tells why... 


™ UR COMPANY and the editors of The 


American Home see eye to eye in our aim 
to serve the American homemaker. From the 
outset, it has been apparent that the editorial 
character and make-up of The American Home 
was extraordinarily attuned to messages from 
the producer of foods. All that needed con- 
firmation was acceptance by the public. 


“For many months we have been watching 
closely the steady progress which The American 
Home has been making in this direction, and 
our order just given for the year 1939 furnishes 
definite evidence as to our conclusion. 

“There is every reason for faith in the selling 
power of this publication in American homes, 
and we are completely confident that our in- 
vestment will be successful.” 

* * * 
SUCH A DECISION by one of America’s 
shrewdest advertisers is significant of the 


recognition The American Home has earned 
among aggressive grocery advertisers. 


Unaided by fiction or other extraneous fea- 
tures, this 100% home magazine has success- 
fully attracted to it 1,500,000 resident buyers 
whose primary interest in its pages centers on 
homemaking. 


Month after month, these alert, eager con- 
sumers have found in The American Home 
more practical, economical, sensible advice 
and usable suggestions on the business and 
delights of homemaking than ever before avail- 
able. The breadth and intensity which such a 
complete service afforded had never before 
been tested in magazine publishing prior to 
the introduction of The American Home. 


Why not let us tel! you all the reasons for Mr. 
Jones’ decision . .. and the success stories behind 
the 46 grocery advertisers who put their faith and 
products in The American Home during 1938? 


\ 


THE AMERICAN 


JANE AMHERST HORS O'Otuvres 
ARM & HAMMER BAKING sODa 
ae ee Corres 
SIGN MA 

oan aos PLE SYRUP 
=" GOLDEN CREST mux 
GRER RABEIT MOLASSES 
SURNETT'S Vania EXTRACT 
CANNED SALMON INDUSTRY 
cocomair 
Of MONTE PRODUCTS 
OIAMOND wa.nuTs 
OOLE PINEAPPLE JUICE 
FELS NAPTHA 
FLEISCHM ANN'S reas? 
GOLDEN BLOSSOM MONEY 
GRAVY MASTER 
MARTLEY'S MARMALADE 
" 4 HEINZ 57 VanieTiEs 
" 4 HEINZ GaBY FOODs 
HELLMANN'S MATONNAISE 
‘VORY SOar 


OF ADVERTISED GROCERIES FOR 1938 


HOME PANTRY 


KARO sraup 

KEMP'S TOMATO ace 
LEA & PERRIN'S Sauce 
UBBY'S BABY FOODS 
MAGGI'S SEASONING 
MAPLEINE 

MINUTE TAPIOCA 

OLD DUTCH CLEANSER 
PINEAPPLE PRODUCERS 
REID'S ICE CREAM 

RITZ CRACKERS 

ROYAL BAKING POWDER 
ROVALEDGE SHELVING 
SAKURA mu 
‘ateiaeen SUME CRAB MEAT 
SANOVAN 
SATIN TISSUE 
SCOTTOWELS 
SHREODED Raistonw 
STALEY'S GLOSS staacH 
SUNKIST LEMON JUICE 
TRU-BLUEBERRIES 


This advertisement appeared in the 
New York Times, New York Herald 


WASHINGTON STATE appies 


ae 
=e 


Tribune and Chicago Tribune 


More Food Editorial-More Food Ideas- than any magazine in America 
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Familiarity 
Breeds Interest, 
Agency Finds 


Famous Personalities, 
Known Phrases Add to 
Effectiveness 


New York, Dec. 22.—Find a famil- | 
iar and beloved character like Lio- 
nel Barrymore, use him in an ad- 
vertisement bearing a headline 
such as “You can’t take it with 
you” which is already well fixed in 
the public mind, and you have gone 
a long way toward devising effec- 
tive copy. 

Such is the conclusion of Newell- 
Emmett Company following tests of 
copy placed by the agency for the 
New York State Savings Banks 
Association. The research depart- 


ment of the agency made six sur- 
veys covering as many advertise- 
ments which appeared during 1935, 
1937, and 1938, and found that con- 
sumer recognition was highest for 


|interesting people with less than | 


ADVERTISING AGE 


the insertion featuring Barrymore. | only 25 per cent the other bank 
Street interviews held the day | copy. 


after each advertisement appeared| Observance of the Barrymore 


‘in a local newspaper indicate that | @dvertisement was higher among 
|51.5 per cent of those who had read|™en than women, 54.4 per cent to 
the newspaper remembered seeing | 


48.6 per cent. More than 60 per 
cent of those who saw the copy 
started to read it, and more than 
25 per cent read most of it. Al- 
. | though more men than women read 
100 words of copy, ranked second | the headline, more women read on 
an a recognition mark of 40.8 per through the advertisement i 
a . : | Aside from the appearance o e 
While conceding that it was an | stage screen, and > personal- 
unusually happy circumstance that ity, Newell-Emmett officials believe 
enabled the agency to combine the that the practice of quoting much 
popular appeal of a Barrymore | | ¢ the copy, and breaking it up 
with that of the title of a yeh | into four parts under as many pie- 
known play and movie when both tures of the actor, was partly re- 
were being shown locally, Newell- | -onsible for the effectiveness of 
Emmett officials believe that the | the atvantingmand 
tests show the value of using fam- | The agency ae approached by 
0 th sen ge so tron aasiate ja number of persons as well known 
= . 3 |as Lionel Barrymore following his 
|}appearance in the advertisement, 
. ‘all of whom were willing to give 
The Barrymore advertisement | , similar testimonial free. A 


ee tested with two other inser-| Newell-Emmett policy forbids buy- 
tions in the same issue of the same | ing testimonials 


paper, one for an airline and the} 
other for a bank. Names of the| ’ 
advertisers were blotted out, and| Polk Appointed 

the order in which the advertise-| Robert E. Polk has been ap- 


the Barrymore copy. A poster type 
insertion which pictured a crowd of 


Technique of Survey 


ments were shown to people was/| pointed Eastern sales manager of 
varied. Only 27 per cent recog-|General Gas Light Company, New 
nized the airline insertion, and! York, effective Jan. 1. 


R. W. McCARTHY 
Monager National Advert 


Beginning 


its 28th consecutive year 


of leadership in Circulation 


an 
its 27h consecutive year 


of leadership in Advertising 


HE HOUSTON CHRONICLE 


‘LEADS THE SOUTH IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 


THE BRANHAM COMPANY 


Nationel Representatives 


sing 


A QUARTER CEN 


December 26, 193g 
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TRADEMARK SYMBOL TELLS WHOLE STORY 


| 


| 


sa Te children are in bed. The tree is decorated. The stockings 
are filled. The presents are wrapped. The clock strikes twelve... 

MERRY CHRISTMAS! “Merry Christmas, mother!” Merry 
Christmas, father!” “Merry Christmas, sweetheart!” ~ Merry Christ 
mas, neighbor!” “Merry Christmas, friend!” This bright and peace- 


ful hour is yours... you who have been generous . . . you who have 


been kind... you who have shown good will. 


The hour is almost at hand, twelve months in the making ... MERRY CHRISTMAS! 


This copy, mentioning neither product nor advertiser, but displaying the proper 
identifying mark, is Ballantine's method of saying Merry Christmas. 


Ballantine Symbol Norwich to Expand 


Identifies Its 39C Th 
Wordless Copy | adiae 


New York, Dec. 21.—Unique in 
mentioning neither the name nor 
product of the advertiser is the holi- 
day copy being used by P. Ballan- 
tine & Sons, Newark, in The New 
Yorker and several newspapers for 
the company’s beer. 

The holiday copy capitalizes upon 
a symbol for the product made 


ing. For several months, advertis- 
ing has suggested that Ballantine 
beer be ordered by sign language 
with the customer 
“handy sign” representing the three 
ring trademark of the company. 

Current copy pictures a group 
}around a Christmas tree. All in 
|the group are making the “handy 
|sign,”’ by joining thumb and fore- 
| finger for one ring and extending 
'the other three fingers to complete 
| the sign language of the three rings. 
| Interlocking wreaths also suggest 
| the trademark. 

J. Walter Thompson Company is 
|the Ballantine agency. 


| 

Catalog Via Air Mail 

| Harrods, Ltd., London department 
store, has produced a featherweight, 
jillustrated airmail catalog of 64 
| pages which weighs, with its en- 
| velope, less than half an ounce. It 
can, therefore, be sent as far as 


Australia and New Zealand for 114) 
pence a copy. It is printed on a| 


grade of Bible paper which is about 

ja quarter the weight of an imitation 
art paper. The page size is 5's 
inches by 31% inches Five thou- 
sand copies have already been sent 
| throughout the Empire 


Newhall Advanced 


Arthur B. Newhall has _ been 
named vice-president in charge of 
all production and sales of The B. 
F. Goodrich Company. He was for- 
merly president of Hood Rubber 
Company, Watertown, Mass., a 
Goodrich subsidiary 


“Post’’ Suspends 

The Omaha Post, semi-weekly 
tabloid, has suspended publication, 
leaving the newspaper field to the 
laily World-Herald. The Post re- 
cently announced it would shortly 
become a daily 


familiar through previous advertis- | 


making the! 


tor Unguentine 


| New York, Dec. 20.—Believing 
| that too many users of Unguentine 
|consider the product as a remedy 
| for burns only, the Norwich Phar- 
|macal Company will broaden its 
|copy theme for the product in 1939 
|advertising in magazines, newspa- 
pers and posters. 

Unguentine will be advertised 
as “the modern antiseptic,” which 
not only kills germs but relieves 
| pain and promotes healing. Its use 
as first aid for burns will be men- 
\tioned along with its application 
| for cuts, scratches, eczema and skin 
|irritations of all kinds. 

The magazine list includes The 
| American Weekly, Better Homes & 
Gardens, Good Housekeeping, Hol- 
\land’s Magazine, Ladies’ Home 
| Journal, McCall’s, Parents’ Maga- 
| zine and True Story. One and two 
|column insertions are planned. 
| A typical advertisement pictures 
a mother with her child, and 4 
headline reading, “Am I using a 
modern antiseptic?” The three- 
sided claim that Unguentine 
| ‘fights infection, relieves pain, and 
| promotes healing” is carried in each 
insertion. Lawrence C. Gumbinner 
is the Norwich agency. 


ACCOUNT 
EXECUTIVE 


A well-established, medium-sized 
Chicago advertising agency with 
complete recognition has office 
space and organization service 
for an account executive who 
can produce. 


All members of this agency are 
aware of this advertisement. 
therefore no account executive 
seeking a congenial connection 
need hesitate to reply. All re- 


plies held confidential. 


Box 1602, Advertising Age 


———— 
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OSTON wholesalers are selling your product north 
to Ganada and south to Cape Cod. The rich “back 


country” they serve outside of Metropolitan Boston 
accounts for more than half of the population and 43% 


of the annual retail sales of the “All- Boston’? Market! 


WEE! 1s the only single station that delivers an intense 
signal avd top listener popularity in both halves of this 
big dual market: Metropolitan Boston and 27 just-as- 


important outside’ counties of four New England States. 


In the metropolitan areas around Boston’s famed Common, 
WEE! does a real selling job because WEEI’s program struc- 
ture builds real audiences—day and night. And through- 
out the populous, prosperous “outside” counties, WEE! 


gives you unquestioned listener preference “dividends.” 


\ KEI BOSTON + KEY STATION OF THE COLUMBIA NEW ENGLAND NETWORK 


Operated by the Columbia Broadcasting System. Represented by Rapto Sates: 


New York: Chicago: Detroit: Milwaukee+ Charlotte, N.C.-+ Los Angeles:San Francisco 
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6 ADVERTISING AGE 
Philip Morris 
Latest Defendant 
- 7 7 . 
in “Idea” Suit | 

New York, Dec. 22.—Another 
controversy over authorship of an 
advertising plan came to light when 
a suit by Monroe B. LeVoy against 
Philip Morris & Co., its advertising 
agency, Biow Company, and Na- 
tonal Broadcasting Company, 
reached the supreme court here to- 
day. LeVoy is seeking an injunction 
to prevent the broadcasting of a 
series of dramatic crime sketches. | 
Hearing of the case was postponed | 
to Jan. 18. 

The plaintiff is a crime story a ae l eit eT 
writer whose pen name is Roy Post. |tested by the defendants, Milton |“Phone to Find” 
He alleges that he originated the | Biow, head of the agency, said to- | ° 
idea of presenting crime stories |day. —— pee ‘ 
iramatically to an audience actin ‘he Telephone Answering Serv- 
pemtigrage Be Feed ong By ° ice, New York, will make its “Phone 


as a jury, and used the idea in a to Find” service available to pub- 


radio broadcast for the Morris lishers other than Hearst Magazines 
Plan Bank. He claims to have made | in January. 


TRUCK ADVERTISES HEINZ PRODUCTS 


This aero-dynamic two-ton delivery vehicle, designed for H. J. Heinz Company 
by Rust Heinz, has been attracting unusual attention in cities throughout the 


country. After making the rounds, it will return to Pittsburgh for normal use. 


Use Mayrose Poster 
Swift & Co. has reported that the 


a recording of original sketches, | Mayrose ham poster, shown on the| he service will be retitled 
called the “perfect crime series,” |Picture page in ADVERTISING AGE,|«phone to Find Local Dealer's 
which he submitted to several ad- | Dec. 12, was designed by the Gard-|Name,” and other improvements 


vertising agencies, including the | ot. ppt Company for the 
Biow Company, and it was this fea- | ,~ : 
ture which he states was used in a 
series of Philip Morris broadcasts 
starting Nov. 22. 


. will be made. 
Independent Packing : 
Company and was reproduced by : 

Forbes Lithograph Company, Bos- Resigns Tabex Account 
ton. This varies in part from pre-| MacDonald-Potter, Chicago, has 
vious information received from |resigned the account of Tabex, Chi- 


The case will be vigorously con- | another source. |cago cosmetic manufacturer. 
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A lish sd 
ccomplishment 
When the Examiner inaugurated its campaign for wy 3 
faster train service to the East, it took 73 hours to go from Pe 
Los Angeles to Chicago. Now it takes 40. a saving in time 
that moves this market a night and day closer to the 
Atlantic seaboard. star in the reeords 


Another which Ph 


show that each and every project and policy responsible * 


for Southern California’s growth during the past 35 years gain 
originated with. or was strenuously and conspicuously ¥ 
championed by. the Los Angeles Examiner. the paper that Pi 
vets things done. 


LOS ANGELES EXAMINER 
Represented Nationally by 
HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney EF. Boone, General Manager 
No. 6 of a Series 
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| Westchester Country Club, Rye, 
ie 
May 11-12. Annual convention, 


|Lithographers National Association, 


‘a A 


MACFADDEN MANAGER 


| 


—— 


Coming 
Conventions 


Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 

Jan. 21. Midwinter meeting, Ad- 
vertising Affiliation, Buffalo, N. Y. 

March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-!1. Spring conference, 
Association of National Advertisers, 


American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 12-17. Annual convention, 


Westchester Country Club, Rye, 
June 18-22. Annual convention, 

Advertising Federation of America, 

Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22 Annual conference, 
National Industrial Advertisers As- 
sociation, New York. 


U. S. STEEL OFFICIAL 
DROWNS IN FLORIDA 


Pittsburgh, Dec. 20.—United States 
Steel Corporation officials today re- 
ceived word that the body of 
Charles S. Rye, 50, assistant man- 
ager of the market research depart- 
ment, had been recovered from Bis- 


cayne Bay, Miami Beach, along 
with that of his daughter, Dor- 
othy, 6. 


Mr. Rye and his daughter had 
been missing since leaving last week 
for a fishing trip. Mr. Rye was in 
Florida recovering from an illness. 


LOST AT SEA 


New York, Dec. 20.—James Wil- 
liamson, European general manager 
of Macfadden Publications, dis- 
appeared from a steamer while en 
route from London to Singapore, 
Macfadden offices here reported to- 
day. Other details were lacking, 
save that Mr. Williamson had been 
accompanied on the voyage by his 
wife and children. 


LYONS OF WCAO TAKEN 


Baltimore, Dec. 16.—J. Thomas 
Lyons, vice-president and general 
manager of Station WCAO here for 
the past 10 years, died suddenly 
yesterday at his home. Although 
Mr. Lyons had been in ill health for 
several months, he had visited his 
office daily. Before entering the 
radio field, he was associated with 
both the Baltimore News and the 
Sun, and had for a time been pub- 
lisher of the News. 


EDWARD STACK DEAD 


Springfield, Mass., Dec. 20.—Ed- 
ward W. Stack, former advertising | 
manager of the Fisk Rubber Com- 
pany and the Indian Motorcycle 
Company, died here Dec. 14. Mr. 
Stack was a former president of the 
Springfield Advertising Club. 


CHARLES SWIFT DIES | 

Yarmouthport, Mass., Dec. 20.— 
Charles W. Swift, 71, publisher of 
the Yarmouth Register, died at his 
home here Dec. 18. 


O. K. Dental Copy 
In B. C. Dailies 


The right of Dr. 
Spokane dentist, to 
British Columbia 
upheld by the 
Canada 

An appeal taken by the College of | 
Dental Surgeons of British Columbia 
has been dismissed. \ 


David Cowan, | 
advertise in 

newspapers was | 

Supreme Court of 


Personal Finance 
Serial Show 
Starts Jan. 16 


New York, Dec. 21.—Persona] 
Finance Company, New York, 
through Blackett - Sample - Hum. 
mert, will sponsor a serial script 
show on 29 CBS stations, starting 
Jan. 16. The program will be 
heard from 2 to 2:15 p. m., Mondays 
through Fridays. 


“Experience” Renewed 


Lydia Pinkham Medicine Com. 
pany has renewed the “Voice of Ex- 
perience” for an additional 52 weeks 
effective Dec. 26. The program is 
heard over an MBS network of 58 
stations on Mondays, Wednesdays 
and Fridays from 1:45 to 2 p. m, 
Erwin, Wasey & Co. is the agency. 


“Rally” to Continue 


“The People’s Rally,” featuring 
John B. Kennedy, commentator, and 
Bob Hawk, comedian, will continue 
to be heard over the Mutual Broad- 
casting System for an additional 13 
weeks, effective Jan. 15. The pro- 
gram, sponsored by the Mennen 
Company, is heard on Sundays from 
3:30 to 4 p.m. H. M. Kiesewetter 
Advertising Agency has the account. 


Jergens’, Shows Continue 


Andrew Jergens Company has re- 
newed the “Hollywood Playhouse” 
and Walter Winchell broadcasts for 
an additional 13 weeks effective 
Jan. 1. The former program is heard 
over an NBC Blue network on Sun- 
days from 9 to 9:30 p. m., while the 
latter is broadcast immediately after 
from 9:30 to 10 p. m., over the same 
network. 


Phillies Renews Sports 


“The Inside of Sports,” featuring 
Sam Balter, commentator, and spon- 
sored by the Bayuk Cigar Company 
for Phillies has been renewed for 
18 weeks over the Mutual Broad- 
casting System, effective Dec. 26. 
The program is heard from 7:45 to 
8 p. m. on Tuesdays, Thrusdays and 
Saturdays over stations WOR, 
WFIL, WCAE, WHK, WKBH and 
WSYR; on Mondays through Fridays 
over WIW; on Mondays through 
Saturdays on WGN and KWK, and 
on Mondays, Wednesdays and Fri- 
days from 7:30 to 7:45 p. m. over 
the New England stations. Ivey & 
Ellington is the agency. 


Year for Princess Pat 


Princess Pat., Ltd., Chicago, has 
renewed the “Tale of Today,” heard 
Sundays at 5:30 over the NBC Red 
network. The new contract runs 
for one year. Gale & Pietsch, Chi- 
cago, is the agency. 


Esso Marketers Adds 

Station WSYR, Syracuse, N. Y., 
has been added to the Esso Market- 
ers program of the Colonial Beacon 
Oil Company, with the schedule 
now including 20 Eastern stations 
airing the Esso Reporter on a local 
basis, effective Jan. 2. 
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The same organization selling the same neda_DU | 


ROTOGRAVURE, COMIC AND MAGAZINE SECTION ADVERTISING 


| NEWSPAPER GROUPS, INC. 


(Formerly Gravure Service Corporation ) 


| ( 420 LEXINGTON AVENUE 
| : NEW YORK CITY 
| . 


— 


f : 
A NEW] 


GRAVURE SERVICE CORP. 


announces that, effective immediately, its name 


will be changed to 


NEWSPAPER GROUPS, INC. 


We believe that this more clearly designates our 
present activities—the representation of the Five 
Gravure Groups, the Midwest Comic Group and 
the Pacific Coast Comic and Magazine Group. 


NEWSPAPER GROUPS, INC. 


(Formerly Gravure Service Corporation) 


420 LEXINGTON AVENUE, NEW YORK CITY 


CHICAGO SAN FRANCISCO 
360 N. Michigan Ave. Chronicle Bldg. 5th & Mission 
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Northwestern Yeast, 


General Baking 
Under FIC Fire 


Washington, D. C., Dec. 23.—Al- 
legedly misleading copy representa- 
tions by the Northwestern Yeast 
Company, Chicago, on its Yeast 
Foam tablets and Animal-Poultry 
Yeast Foam drew a cease and de- 
sist order today from the Federal 
Trade Commission. 

At the same time, the FTC issued 
a complaint against the General 
Baking Company, New York, on an 
alleged violation of the Robinson- 


Patman law regarding price differ- | 


entials in two Virginia territories. 


The cease and desist order against | 
Northwestern ordered the respond- | 
that the | 


ent “to stop advertising 
typical everyday diet in general is 
deficient in vitamin B; that the use 
of Yeast Foam Tablets will restore 
energy, relieve headaches, tone up 
the intestinal nerves and muscles, 
and promote more regular elimina- 
tion, except when such conditions 
are due to constipation resulting 
from a vitamin B complex defi- 
ciency, and that use of the tablets 
will increase weight, unless the 


weight deficiency is caused by loss | 


of appetite occasioned by an insuffi- 
cient supply of the vitamin B com- 
plex. 


Temper Beauty Claims 


“The respondent company also is 
prohibited from representing that 
use of the tablets will correct skin 
troubles, eruptions, blemishes or 
bad color, unless these conditions 
are due to a deficiency in the vita- 
min B complex, or to an insufficient 
supply of such other nutritional es- 
sentials as are contained in yeast or 
due to gastro-intestinal irregulari- 
ties which may be corrected by the 
use of yeast. 

“With reference to Animal-Poul- 
try Yeast Foam, the respondent 
company is required to cease repre- 
senting that its use will result in 


JOINT LOAN COPY PAYS DIVIDENDS 
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| dogs having stronger bones, a sleek 
|glossiness of coat or immunity from 
germs or diseases, and that, when 
fed to chickens, it will cause coccid- 
liosis or other intestinal ailments to 
disappear.” 

| 


Claims Bread Price Unfair 


| According to the complaint 
iagainst General Baking Company, 
the latter from its Washington plant 
distributes bread to customers as 
|far away as Quantico, Va., who pay 
110 cents for a 20-ounce loaf, while 
|beyond Quantico, in the Fredericks- 
| burg, Va., trade area, customers pay 
ionly eight cents for the same type 
land size loaf. 

| Customers in the Norfolk, Va., 
trade area, it is alleged, pay 18 
cents for a 48-ounce loaf and nine 
cents for a 25-ounce loaf, while 
‘other customers served from the re- 
jspendent company’s Norfolk plant 
pay 24 cents for the 48-ounce loaf 
and 12 cents for the 25-ounce loaf. 
| Twenty days are granted the re- 
|spondent company for 
ithe charges. 


World-renowned Florist credits much of his 
outstanding success to RGW-KEX 


Says Tommy Luke: 


NBC Red 


Representatives 


raqaK nm ine 


ne present time we 


RADIO STATIONS OF THE 


PORTLAND * OREGON 
EDWARD PETRY & CO., Inc., New York, Chicago, 


Hoot Owl program 
have felt 
ur progress. During tt! 


ent growth we have enlarged 


re ecently voted the most 
ld | Londor ewspape 
tix it iated with flows 
Hectiv ed ior ¢ I 
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NBC Bive 


Detroit, San Francisco, Los Angeles 
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answering 


A typical insertion in the joint newspaper campaign for a group of New York 
savings and loan banks, which is currently being expanded. 
-_|year and 


Britisher Urges 


Government to Use 


More Paid Space 


London, Dec. 10.—The assertion 
,ihat the British government depart- 
iments were depending too much on 
\free newspaper editorial publicity 
jand were spending too little on 
paid advertising, was made by H. G. 
\Saward, of the Saward Baker 


| Agency, Ltd., in a speech to the 
| Efficiency Club here this week. 
| “The government,” said Mr. 


|Saward, “should control its propa- 
ganda by means of paid advertising 
|space, through properly constituted 
jexpert advertising organizations. 
The public, for instance, could be 
educated in road sense by advertis- 
\ing, in emigration, in careers in the 
services, in the use of the health 
services.” 

| Dealing with the question of cost, 
~~ referring to road accidents, Mr. 
| saward said that in 1937 the cost, 
\in compensation, due to deaths on 
| the roads, was nearly $100,000,000, 
‘including damage to cars and prop- 


| rty, but excluding life and acci- 
,dent insurance payments. 

| “Yet,” he continued, “there are 
,advertising organizations in this 


| country able to cope with such a 
|situation. These organizations, 
equipped with every kind of expert 
|brain, have learned how to take 
|the guess-work out of advertising 
‘and to plan constructive campaigns 
for influencing the public mind. 

| “I confidently believe that if the 
| Treasury were to give an advertis- 
|ing agency an appropriation of 150,- 
|}000 pounds per year, the cost of 
road accidents within a few years 
would be reduced by half. A few 
hundreds of thousands of pounds to 


Kitchen Bureau 


for Appliances 


the Modern Kitchen Bureau’s 1939 
|program to promote the use of elec- 


‘trical kitchen equipment, according | 


‘to incomplete plans revealed here 
teday which outline the high spots 
of the bureau’s most ambitious pro- 
/motional effort. 

In addition to the all-electric 
\kitchen campaign, separate drives 
have been planned for water heat- 
ers, refrigerators, electric ranges, 
‘and, for the first time, electric 
\roasters. The latter drive will break 
jin January. The schedule includes 
|\McCall’s, The Saturday Evening 
| Post and Woman’s Home Compan- 
‘ion. Copy will appear in the two 
|women’s magazines throughout the 
in the Post during the 
ipeak sales periods in June, July, 
| October, November and December. 


To Stress Cost Angle 


Electric range promotion will in- 
clude two color full page insertions 
The Saturday Evening Post, 
starting in April and continuing 
\through May and June. The theme 
| will be the low cost of electric cook- 
ling, with specific reference to the 
flameless feature. Copy will feature 
ithe slogan: “Guess again—electric 
icooking costs you half as much as 
you think.” 

In both of these drives, the bu- 
jreau will distribute a large quantity 
of point-of-sale material, direct mail 
|material, copy and mats for local 
|newspaper advertising, radio spot 
‘announcements, a series of five- 
{minute radio domestic service talks 
\for local broadcasting, designs for 
outdor posters and a sales training 
booklet. 

The 1939 water heater campaign 
will be similar to the one held in 
1938. Prizes totaling $3,000 will be 
offered to the utility companies do- 
ing the best all-around merchandis- 
ing job. Promotional material will 
|also be furnished dealers, including 
| 


a visual manual which salesmen can 
(‘use with prospects in 
istory of the advantages of electric 
water heating. 
Details of the 


refrigeration and 
{the all-electric kitchen campaigns 
have not yet been completed but 
these drives will probably get un- 
der way in February. Modern 
Kitchen Bureau advertising is han- 
dled by Ralph H. Jones Company. 


Sales Managers’ Group 
Plans Contest 
The Sales Managers Association 


of Philadelphia has issued invita- 
tions to 5,000 leaders in the sales 


save many millions—isn’t that good | Management field to take part in 


| business?” 


Hirestra-AMA Suit 
May Be Heard in May 


The suit for damages filed by 
Hirestra Laboratories against the 
American Medical Association (Ap- 
VERTISING AGE, May 2) is not likely 
to come to trial until May, it was 
reported in Chicago this week. 

In progress at present are hear- 
ings on a suit for injunction asked 
by Hirestra to bar 
any further critical comments on its 
products in the Journal of the 
American Medical Association. <A 
temporary injunction has _ been 
granted 


NBC Promotes — 


Kenneth Carpenter, formerly sales 
manager of the NBC central divi- 
sion, Chicago, has been appointed 
sales manager of the Blue network 
of the central division. Harry C. 
Kopf succeeds Mr. Carpenter as 
central division sales manager. Mr 


Kopf has been with NBC since 1931.| 


Gets Tramp Trips 


Needham and Grohmann, New 


York, has been appointed advertis- 
ing agency for Tramp Trips, Inc., 
New York, effective Jan. 1 The 
company specializes in economical 


cruises aboard freighters 


ne 


publication of | 


and « argo 


jthe third annual competition staged 
‘by the association. The award will 
be made during the convention of 
‘the National Federation of Sales 
|Executives in Philadelphia, June 6. 
| Ralston Purina Company, St. 
Louis, won the award in 1938. 


‘Canada Dry Adds Wines 


Effective Jan. 1, Canada Dry 
Ginger Ale, Inc., New York, will 
jtake over the agency for Brolio 


Chianti and Meleto Chianti. It will 
also become sole distributor in this 
country for the Bordeaux wines of 
| Mahler-Besse & Cie. 


| Cane Contest for N. C. 


| An advertising and business de- 
|velopment contest will be held next 
| June at the convention of the Build- 
jing, Savings and Loan Associations 
of North Carolina, devoted pri- 
marily to newspaper copy. 


Bettiter Joins Agency 


| Ivan C. Bettiter has joined Beau-| 


mont & Hohman, Cleveland, as ac- 
count executive. He was formerly 
with Bayless-Kerr Company, Cleve- 
land agency 


Norton with WEEI 


Kingsley F. Norton has been 
named sales manager of Station 
WEEI, Boston. For the past two 


years he was in the CBS radio sales 
division, New York 


Plans 5 Campaigns 


New York, Dec. 22.—Five sepa- | 
‘rate campaigns will be included in | 


telling the | 


— 
~ —_. 


PLASTER COLONEL 


PAF EUS 


AR ATLA 


Glenmore Distilleries' famous colonel, in 
statuette form, is now being distributed 
to dealers. The statuettes, produced by 
American Fixture & Mfg. Co. for D'Arcy 
Advertising Co., Glenmore agency, fea. 
ture various Glenmore brands in the 
circle upon which the right hand rests, 


State Liquor Sal 
in Pennsylvania 
to Show Decline 


Harrisburg, Dec. 21.—The Penn- 
sylvania Liquor Control Board an- 
nounced this week that the antici- 
|pated decrease in sales of the 580 
state stores this year would range 
‘from $5,000,000 to $6,000,000, the 
first decrease in volume since re- 
| peal. 
| In 1937, Pennsylvania’s | state 
‘owned liquor stores did a business 
lof $80,000,000. They turned into 
ithe state treasury profits of $16,- 
'000,000, and an additional 10 per- 
‘cent tax for relief amounting to 
| $8,000,000. 

According to Harvey Reiter, pub- 
\lic relations counsel for the board, 
ithere were indications that the to- 
|tal business this year would not ex- 
;ceed $74,000,000, with profits ex- 
‘pected to vary between $14,000,000 
ind $15,000,000. 

The liquor control board ob- 
\served its fifth anniversary in De- 
cember. In 1933, the Pennsylvania 
|Legislature authorized a state mon- 
‘opoly to handle retail and whole- 
sale distribution. Earnings of the 
|board were ordered turned into the 
commonwealth’s general fund for 
financing relief. The board has its 
‘own enforcement unit. Sales have 
‘increased in volume each year un- 
til 1938. In 1934, receipts amounted 
‘to $41,000,000; 1935, $56,000,000, 
and 1936, $73,500,000. 


Columbia Forms 
New England Net 

Columbia Broadcasting System 
has issued a rate card for the newly 
\formed New England network, to 
|be known as Columbia New Eng- 
|land. 

Ten markets are covered by as 
many stations, the new net having 
,outlets in Boston, Providence, Hart- 
\ford, Springfield, Mass., Worcester, 


| Springfield, Vt., Portland, Bangor, 
|New Haven-Waterbury, and Pitts- 
| field. 


Hoyt Adds Gamble 

David Gamble, Jr., previously 
with J. Stirling Getchell and R. H. 
Macy & Co., New York, has joined 
Charles W. Hoyt Company, New 
York. 


a 
EXECUTIVE 


Successful “Shirt-Sleeve” 
| {gency Has Opening 


| 

E'RE not big . . not small, but fully 

recognized and financially sound. 
We're a congenial, ‘down-to-earth’ group 
producing result-getting advertising in 
pleasant surroundings. To an Accoun! 
Executive who can produce, we offer @ 
splendid proposition. Liberal drawing ac- 
count and real co-operation. All of us 
know about this ad. Write in confidence. 
Box 1600, Advertising Age, Chicago. 
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In 1937 the roster of outstand- 


ing rotogravure advertisers 


was increased by 112 new 
names. In the first 6 months of 
1938, it was further increased 
by 67 new names. 

Such a rate of growth can 
mean only one thing; that roto- 
gravure is providing a very 
real solution to the problems 
which business is facing. For 
a report on how it is aiding 
manufacturers to develop and 
enthuse dealer organizations, 
read the letter quoted on the 


next page. 
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® ROTOGRAVURE 
LENDS ITSELF TO Local 


MERCHANDISING ON A 


MOTOR CAR OWNERS BY THOUSANDS 


To the eye, this new Auto- 
Lite spark plug is the same as 
all the others. But in your car 
its performance as a unit of the 
ignition system is entirely dif- 
ferent— more efficient! 

Reason number one is the new 
Auto-Lite Konium Electrode 
with its “geometric” gap design. 
In everyday language, this new 
electrode makes it easier for all 
the ignition units to work to- 
gether and produce the vital 
operating spark. Konium is an 
entirely new electrode developed 
by Auto-Lite research engineers, 
which produces a spark at re- 
duced voltages—increases the 
firing certainty of the entire 
ignition system! 


Leading motor car engineers 
carefully examined the perform- 
ance of this new kind of spark 
plug, and today op out of every 
four new cars sold is fectory- 
equipped with Auto-Lites. 

t's an endorsement that's 
hard to get! 


THIS REW TYPE SPARK PLUG 

PEPS UP PICKUP... STEPS UP TOP 

SPEED... STOPS GASOLINE WASTE 
GIVES EASIER STARTING 


you will find a directory of Auto- 
Lice dealers where you can ask 
for and get this 
sensational new 


4 5 
4 mre ones ant machen“ 


AUTO-LIT 


YOUR AUTO-LITE DEALER 


Herold Jacobs Garage, 17th and Vinton Sts 
Railr cmd 


SPA 
PLU 


ve 
Ave 
Se 


Andrew Murphy & Son, isth and Jackson Sts. 


panenron/ 


All dealers do not sell Avto-Lite © 
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Gaak yor = 


 AUTO-LITE se: 


HERE 1S YOUR AUTO-UITERDEAi: 


ut 


Mack's Transport Sc 


White Motors Compo ny 


Carl Lasts 


Northeastern Nebrosis Ou Co 
F. H. Spangenber,, |». 
Bowman Auto Compe ny 
Hinman Super Serv. 


Searle Motor Compe: 
Walt Finder 


L@L Battery & Klecine 
Cordes Motor Company 


Morton Auto Service 


Above is a typical AUTO-LITE rotogravure 


LOS ANGELES 


510 


West Sixth Street 
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Japanese Raise 
Bigger Fund 
to Snare Tourists 


46 Per Cent Decline 
During First Half of 
1938 Shown 


Tokyo, Dec. 3.—The Bureau of 
Foreign Tourist Industry in the 
Japanese Railway Ministry during 
the next fiscal year will spend 1,- 
300,000 yen in a large-scale prop- 
aganda campaign in an effort to 
popularize Japan. At current ex- 
change, this is approximately $355,- 
000. 

The Finance Ministry will grant 
500,000 yen for the project during 
the fiscal year starting April 1, 
1939, the Bureau announced, to 
which the Railway Ministry will 
add 600,000 yen from its special 
account. In addition, a total of 
200,000 yen will be contributed to 
the fund by private concerns, in- 
cluding the Nippon Yusen Kaisha 
and the Osaka Shosen Kaisha, 
steamship lines. 

Under present plans, the Bureau 
will establish new agencies in Lon- 
don, Shanghai and Manila. 

It will also increase its news- 
paper and magazine advertising in 
foreign countries and will send 
abroad motion pictures of Japan, 
as well as pamphlets and posters. 


Tourists Shunning Japan 


The Bureau also will invite 
teachers, scholars, writers, news- 
papermen and businessmen from 
the United States and other coun- 
tries, it is understood, and will pay 
extra commissions to foreign travel 
agents sending visitors to Japan. 

Foreign students of limited means 
will be helped financially to study 
in Japan, according to the an- 
nouncement. To promote mutual 
understanding among the nations 
of East Asia, Japan next April will 
sponsor the second Oriental Tour- 
ist Conference, in either Hongkong 
or Manila. 

Extension of the Japanese efforts 
to boost tourist trade is the result 
of a 46 per cent decline in this fac- 
tor in Japanese income during the 
first six months of this year as 
compared with 1937—a decline 
which has cut the 1936 figure of 
100,000,000 yen tourist income more 
than half. 


A Big Industry 


The importance of this item in 
the Japanese economy is evident 
from the fact that income from the 
tourist trade in that year was ex- 
ceeded only by that from cotton 
textiles, raw silk and rayon tex- 
tiles, according to Chugai, leading 
Tokyo commercial journal. 

Although tourist trade from the 
United States declined 58.5 per cent 
during the first six months of this 
year, Americans accounted for the 
greatest number of visitors to Japan 
with the exception of Manchuria, 
this journal reports, a total of 1,973 
having been registered during the 
ix-month period. British touring 
fell off almost as much—57.9 per 
cent—and even Germany neglected 
to send its full quota of tourists to 
its ally in the anti-communist pact, 
its figure declining 13.8 per cent. 
Strangely enough, the largest in- 
crease in tourist traffic during 1938 
was chalked up by the Soviet 
Union, 843 of whose citizens visited 
the land of the rising sun. This 
was 56.4 per cent more than the 
1937 figure. 

Of the 12,235 foreigners who vis- 
ted the empire during the first six 
months of the year, 40 per cent 
spent less than 15 days there, 29.6 
per cent spent from 15 days to 
three months, and 30.3 per cent 
spent more than three months. 
Those coming purely for sightsee- 
ing decreased 73.3 per cent from 
the same period of the previous 
year, those on official business in- 
creased 200 per cent, and those on 
commercial business declined 50.4 
per cent. 


DISPLAY PUSHES NEW "HOT CEREAL" STORY 


piping 
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Retailers Given 
Selling Decalog 
by National BBB 


New York, Dec. 21.—Principles 
of conduct which should govern 
retail advertising and merchandis- 
ing are included in the new edi- 
tion of National Better Business 
Bureau’s “Guide for Retail Adver- 
tising and Selling,” in the form of 
“ten commandments.” The follow- 
ing are the points which NBBB de- 
clares will win and hold consumer 
goodwill: 

“1. Serve the public with hon- 
est value. 


“2. Tell the truth about what is 
offered. 
“3. Tell the truth in a forth- 


right manner so its significance 


CORN 
ES | Cw 


ey 4tu088 
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Price Shifts on 
Marketing Program 


Detroit, Dec. 22.—Changing dis- 
tribution channels and the economic 
significance of recent price legisla- 
tion will be the major subjects for 
discussion at the annual convention 
of the American Marketing Asso- 
ciation here Dec. 28-30. 

Several of the sessions will be 
held in conjunction with the Amer- 
ican Economic Association and the 
American Statistical Association. 

Roland S. Vaile, University of 
Minnesota, will lead the discussion 
on changing distribution trends. 
Speakers include John H. Cover, 
University of Chicago; Ewald T. 
Grether, University of California, 
and E. R. Bowen, Cooperative 
League of the U. S. A. 

Howard C. Greer, Institute of 
American Meat Packers, will be 
chairman of a session on price legis- 
lation to be addressed by Clare E. 
Griffin, University of Michigan, and 
Harry J. Ostlund, University of 
Minnesota, among others. 


Report on Harvard Study 


A report on the Harvard adver- 
tising study will be given by Neil 
H. Borden, of the university. An- 
other on the consumer purchase 
survey will be given by Hildegarde 
Kneeland, of the National Resources 
Committee. 

Other sessions and chairmen 
are: industrial marketing, Edward 
Howell, Carboloy Company: recent 
contributions on price and price 
policies, Leverett S. Lyon, the 
Brookings Institution; uses of sta- 
tistics in the management of dis- 
tributive business, David R. Craig, 
American Retail Federation; and, 
adaptation of product to consumer 
demand, Victor H. Pelz, General 
Foods Sales Company. 

All sessions will be held in the 
Hotel Statler. 


Austin, Freeman Named 


The National Jewish Monthly, 
published by B’nai B’rith, Washing- 
ton, D. C., has appointed Laurence 
Austin as Western advertising rep- 
resentative, with headquarters at 
360 N. Michigan avenue, Chicago, 
and R. R. Freeman as an additional 
Eastern representative at 505 Fifth 
avenue, New York. 


Marie Brennig Resigns 
Marie Coudert Brennig, founder 

of Wedding Embassy, Inc., publisher 

of Wedding Embassy Year Book, 


New York, has resigned as presi- 
|dent and director. 


Distribution and —_ollar Music 


Ketterlinus produced this full-color, four-foot-tall window display for Kellogg, 
emphasizing the company's new “hot cereal" theme. The “twins shown are really 
the same girl—Geanne Maloney of New York, popular child model. 


Instrument 
Opens New World 


Chicago, Dec. 21.— Though just 
100 days old, the Tonette, latest ad- 
dition to the family of the Chicago 
Musical Instrument Company, was 
revealed today as one of the most 
popular members, bridging the gap 
between no music and the inter- 
minable practice required to learn 
one of the standard instruments. 
Music dealers, psychologists and 
many others have doffed their hats 
to the Tonette, which the novice 
may learn to play in an hour or so. 

The Tonette is the invention of a 
veteran musician, who was im- 
pressed by the observation that 
though nearly everybody loves mu- 
sic, few can play an instrument ac- 
ceptably. He took his new product 
to the Chicago Musical Instrument 
Company, which found the _ idea 
good and essayed to place it on the 
market. 

Distribution is confined to music 
stores and music departments of de- 
partment stores. Since the Tonette 
sells at $1, or in the case of special 
colors, $1.50, some of the latter re- 
garded it as a toy and placed it in 
what they regarded as the appro- 
priate department. The manufac- 
turer placed demonstrators in such 
stores to convince both the retailer 
and the public that in spite of its 
low price, the Tonette is a quality 
instrument and deserves bracketing 
with its better known and more ex- 
pensive peers. 


Easy to Learn 

A melody chart accompanies the 
Tonette, giving the novice the fun- 
damentals required to learn the fin- 
gering necessary to play the instru- 
ment. Though resembling the clar- 
inet, the Tonette produces distinc- 
tive music, and some of the coun- 
try’s biggest name bands have 
adopted it for novelty offerings. 
Schools and welfare departments of 
industrial organizations are others 
which have taken the Tonette to 
their hearts. 

Advertising thus far has consisted 
of small test copy in magazines. 
While plans for the future are some- 
what indefinite, the Chicago Musical 
Instrument Company believes that 
the Tonette has won a definite place 
in the music world and it will prob- 
ably use larger space in a few mag- 
azines which have demonstrated un- 
usual pulling power. Auspitz & Lee 


is the agency. 


ae 


may be understood by the trust- 
ing as well as the analytical. 

“4. Tell customers what they 
want to know—what they have a 
right to know and ought to know 
about what is offered so that they 
may buy wisely and obtain the 
maximum satisfaction from their 
purchases. 

“5. Be prepared and willing to 
make good as promised and with- 
out quibble on any guarantee of- 
fered. 

“6. Be sure that the normal 
use of merchandise or _ services 
offered will not be hazardous to 


-| public health or life. 


“7. Reveal material facts, the 
deceptive concealment of which 
might cause customers to be misled. 


Don’t Attack Competitors 


“8. Advertise and sell merchan- 
|dise or service on its merits and 
refrain from attacking your com- 
petitors or reflecting unfairly upon 
their products, services, or methods 
of doing business. 

“9. If testimonials are used, use 
only those of competent witnesses 
who are sincere and honest in 
what they say about what you 
sell. 


“10. Avoid all tricky devices 
and schemes such as_ deceitful 
trade-in allowances, fictitious list 


prices, false and exaggerated com- 
parative prices, bait advertising, 
misleading free offers, fake sales, 
and similar practices which may 
prey upon human ignorance and 
gullibility.” 

The bureau has also announced 
that it will shortly issue “A Guide 
for National Advertising” as a com- 
panion volume to its retail book, 
and that because of the great inter- 
est in those subjects due to pass- 
age of recent legislation, the chap- 
ters dealing with the advertising 
of drugs, foods and cosmetics will 


be issued separately, in advance 
of publication of the complete 
volume. 


Liquid Chlorine Makers 
Hit by FTC Order 


Nine companies producing nearly 
all the liquid chlorine manufactured 
for commercial and industrial pur- 
poses in the United States, have 
been ordered by the FTC to cease 
and desist from agreeing and com- 
bining to fix and maintain uniform 
prices. 

Respondents are Mathieson Alkali 
Works, Electro Bleaching Gas Com- 
pany, Solvay Sales Corporation, all 
of New York; Diamond Alkali Com- 
pany, Pittsburgh; Belle Alkali 
Company, Belle, W. Va.; Monsanto 
Chemical Company, St. Louis, and 
Pennsylvania Salt Mfg. Company, 
Philadelphia. 


Cosmetics to O’Connell 


R. T. O’Connell Company, New 
York, has been appointed to handle 
advertising of Renee Thornton Cos- 
metics, New York. 


Healthaids Appoints 
Healthaids, Inc., New York, man- 
ufacturer of Serutan, has placed its 
ethical advertising account with 
Noyes & Sproul, New York. 


Factor Joins Agency 
Jerry Factor has joined Ted H. 


Factor Advertising & Publicity 
Service, Los Angeles, as account 
executive. 


Early Trial Seen | 
for Libel Suit on 
Diamond Salt Show 


New ‘York, Dec. 20.—Arnold & 
Frese, securities dealers, won an- 
other round in their libel suit 
against Benton & Bowles, General 
Foods Corporation, and National 
Broadcasting Company when the 
appellate division of the state su- 
preme court last week affirmed a 
lower court ruling which denied the 
plea of defendants that the suit be 
dismissed. The effect of the ap- 
pellate decision will be to bring the 
case to trial early next year. 

The suit was started in December, 
1937, following a broadcast for Dia- 
mond Crystal salt, over Station 
WJZ. The program consisted of a 
sketch, which the defendants de- 
scribe as obviously humorous, with 
a company of the same name as the 
plaintiff depicted as preparing to 
abscond with a large sum of money. 
Although the defendants denied 
their copy related to the plaintiff 
company, the latter sued for libel 
because of the similarity of name. 


New Post for McKay 

Edward S. McKay has joined 
Bozell & Jacobs, Houston, Tex., as 
account executive. 


PRINTING 


This Advertisement 


is dedicated to the man who 
feels that there must be a 
better way...somewhere ... to 
handle the production require- 
ments of his advertising matter. 
Faithorn 3-in-1 Service enables 
advertisers and advertising 
agencies to obtain the finest 
ad-setting, engraving and print- 
ing—all under ONE roof. Why 
send cuts to ONE concern, type- 
setting to another, many blocks 
apart—and then give your print- 
ing toa firm even farther away? 
The close relationship of these 
three important elements cer- 
tainly makes it imperative that 
the responsibility be placed in 
one direction, like Faithorn. 
You will then get the BEST—at 
the Jowest possible production 
cost. Let us demonstrate this 
to you on your next job. Write, 
or telephone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


PEACOCK 
Gift and Art Galleries 


Silver Plated Teactte 


For many years 
C. D. Peacock has 
used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


— a me 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish. 
but all are here, ready to serve you... 
Speed—economy—satis{faction assured. 


FAITHORN 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY 


AND NIGHT SERVICE 
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December 26, 1938 


Beer's Annual 
Advertising Bill 
Now $20,000,000 


Packaged Product 
Accounting for 45% of 
Total, Study Says 


New York, Dec. 22.—The brewing 
industry has spent $100,000,000 for 
advertising since repeal, according 
to “Beer and Brewing in America,” 
issued today by the United Brew- 
ers Industrial Foundation. The study 
is a revised edition by Standard 
Statistics Company of the book by 
the late Warren M. Persons, profes- 
sor of economics at Harvard Uni- 
versity. 

The advertising expenditure of 
the industry for the year ending 
June, 1938, is fixed at $20,000,000 of 
which daily newspapers received the 
largest share, $6,500,000. Point-of- 
sale advertising accounted for the 
next largest slice, $6,000,000, and 
outdoor advertising, including signs 
and posters, profited to the extent 
of $5,500,000. Weekly newspapers 
received $750,000; magazines, $600,- 
000, and radio, $650,000. 

Beer advertising appears in 95 
per cent of the country’s news- 
papers, according to this phase of 
the study, and in about 25 per cent 
of the weekly papers. About 150 
advertising agencies handle beer ac- 
counts. 

The trend in the brewery 
since repeal of prohibition has been 
toward a smaller number of units 
with wider marketing areas, ac- 
cording to the new study. The 
number of plants operating in 1937 
was 720, only about one-half the 
number producing beer in 1914. A 
further decrease to about 650 is in- 
dicated for 1938. 

1938 Volume Declines 


Beer, like many other products, 
was affected by the business reces- 
sion of 1938, consumption declining 
from the modern peak of 58,748,000 
barrels established in 1937 to $56,- 
147,600. The pre-prohibition high 
was reached in 1914, with 66,189,000 
barrels. The United Brewers In- 
dustrial Foundation attributes most 
of the decline to higher prices, the 
five-cent beer of prewar days hav- 
ing virtually disappeared from the 
scene. 

The beer lover of pre-war days 
was prone to absorb his favorite 
drink on the retailer’s premises, 
only about 25 per cent of the total 
being bottled. Since 1936 a strong 
trend toward packaged beer has 
been evident, and more than 45 per 
cent of the total production is now 
packaged. The Foundation attrib- 
utes this to increased use in the 
home, to more convenient and at- 
tractive packaging and to stricter 
regulation of on-premise consump- 
tion, with off-premise sale of beer 
being limited to the packaged va- 
riety in some areas. Cans account 


for 11 per cent of packaged beer 
sales. 
The Foundation pays credit to 


advertising for the greater demand 
for packaged beer, remarking that 
these containers “have been backed 
by the competitive advertising ef- 
forts of the glass bottle and can 
makers, while the brewers them- 


selves have advertised packaged 
beer extensively.” 

On the distribution side of the 
picture, the new study estimates | 


that 400,000 retail establishments 
deal partly or wholly in beer, enjoy- 
ing an annual revenue of almost 


Dental Products to Acorn 


Oskar Schaefer, manufacturer of 


Durodent, and Kulite Corporation 
have placed their advertising ac- 
counts with Acorn Agency, New 
York 


Barry Joins Ethical 


Don Barry, formerly with Schen- 
ley Products Company, New York, 


field | 


Changes Agency Name 


Wycliffe Hill has changed the 
|name of his agency from the Bureau 
\of Advertising to Bureau of Pub- 
| licity and Advertising Offices con- 
|tinue in the Republic bldg., Hous- 
'ton, Tex. 


Gets Magnus Chemical 


Magnus Chemical Company, Gar- 
wood, N. J., has appointed Spooner 
& Kriegel, New York, to handle 
advertising of Magnus _ industrial 
cleaners and soaps. 


Jenkins Resigns Account 


William Jenkins Advertising, 
Philadelphia, has resigned the ac- 
count of National Vulcanized Fibre 
Company, Wilmington, Del., effec- 
tive Dec. 31. 


Draft Model State 
Bill on Foods, 
Drugs, Cosmetics 


New York, Dec. 21.—The Associa- 
tion of Food and Drug Officials of 
the United States has drafted a 
model food, drug and cosmetic bill 
for submission next year to state 
legislatures, it was learned here to- 
day. 

The model bill conforms closely 
to the new Pure Food and Drug act 
which becomes effective June 25. 
It is projected as a statute which 
will consolidate the variety of state 
laws that have been enacted since 


state statutes to adhere to provi- 
sions of the new federal law. 

The model bill differs from the 
federal measure chiefly in the pro- 
visions regarding local factory in- 
spection. It is felt that this is essen- 
tially a state, rather than federal 
function. Some difficulty was pre- 
dicted in connection with enforce- 


ment of the mode! bill, if and when | e's 
|; commissioner of Maryland. 


it becomes a law. The reason ad- 
vanced for this belief is the conflict 
already inspired by some parts of 
the federal measure as to jurisdic- 
tion over its regulations. Easement 
of these conflicts regarding the fed- 
eral measure will probably pave the 
way for similar adjustment of the 
state acts, it was said. 

The model bill culminates plans 


1908 and as one which will enable | broached at a meeting of the asso- 


™~ 


~~ 


? Which 


1938 ? 

Air + coal +- water may upset what indus- 
try’s applecart ? 

? What finally started up Recovery ? 


that’s plenty) # saw so many exciting events 
that you've probably become immune and for- 
gotten some of the most stupendous. 

? What made 1938 a revolutionary year in 
inventions ? 

What moot New Deal measures finally be- 
came routine ? 

? Do you remember the worst month in 1938 ? 
(It wasn’t September ) 

Why did U.S. dive to 20th place in world 
prosperity ? 

What happened to diesels ? vitamins ? 
plastics ? planes ? 

Why did farm income drop even more than 
national income ? 

What railroad went broke for the 4th time ? 


was the outstanding industry of 


ANSWERS: They're all in Forrune’s kaleido- 
scopic recap of A. D. 1938. Fortune for 
January. Page 29, 


UL— 


What do you know about what just happened? 
Whatever else can be said about -1938 (and 


ForTUNE for January. Page 37. 


BOSS'S SON 


| 


| other, there’s practically no difference between raw 


plication or two, of course, such as wheat prices and 
competitors by the carload. But with advertising’s 


| sistently as it makes Cream of Wheat. CREAM oF 
Wherat’s Cream. Page 68. Fortune for January. 


has been appointed art director of| 


Ethical 
York 


Advertising Agency, New 


CREAM OF WHEAT IS SO SIMPLE 


two billion dollars from beer sales. | * For one thing there’s only one product. For an- 


materials and that finished product. There’s a com- 


artful aid the company makes money about as con- 


MAKES GOOD 


* Since the boss’s 
son became boss, Mon- 
santo Chemical Co.’s 
sales have shot from 
$6,000,000 in 1928 to 


Sam's handy-man 


neering, body-building, assembling 


ee | 
—< 


ciation in Chicago in October (Ap. 
VERTISING AGE, Oct. 24) when a 
committee was appointed for the 
task. 

Included in this committee were 
C. S. Ladd, food commissioner ang 
chemist of North Dakota; W. 5 
Frisbie, chief of state cooperation of 
the Food and Drug Administration 
and A. L. Sullivan, food and drug 


Offers Employment Service 


National Industrial Advertisers 
Association, Chicago, will continye 
as a permanent activity the free 
employment service inaugurated last 
year. The service is for companies 
seeking men experienced in indus. 
trial advertising, marketing, sales 


| promotion, research and publishing. 


ALL ThE WAY WITH CHEVROLET 


Tei 


. ees 


¢ What it takes to turn out the new models of America’s most 
mass-made car. FORTUNE shows you who does what and how. Leads 
you through the styling, clay and wood model making, the engi- 


all the way up to the public’s 


front door in the gleaming new Chevvy. Gives you, too, a glimpse 
of the epic struggle with Ford for top volume. Also a good look at 
the profits and what they mean to G.M. Generat Morors II. 


$33,000,000 (up 450%). Its 100 or so products have grown to 
over 300 (and they include many a chemical wonder). Edgar 
Queeny’s company has risen from down among the better also-rans 
to fifth place in the industry—and still going strong. The young 
man who did it is worth watching, his management methods worth 
studying, his public-relations technique worth copying. “Ip Pay 
Money to Hop My Jos.” Fortune for January. Page 55. 


HOW 10 BORROW $700,000,000 


* It's not so very difficult—if you happen to be The U.S. Treasury. 
FORTUNE explains the machinery that swings a big Government 
borrowing operation. Describes also Treasury's functions as Uncle 
printer, minter, guardian of coasts and public 
health, detective, collection agent and chaperon to migrating seals. 
U.S. Treasury. Fortune for January. Page 49. 
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Burn-Smith Formed 


The Burn-Smith Company has 
peen formed as national representa- 
tive for radio stations. In addition 
to New York headquarters at 7 W. 
44th street, the company is estab- 
lishing offices in Chicago and on the 
West Coast. Walter P. Burn is 
resident; William Noble formerly 
with Hearst mewspapers, is vice- 
president and G. Byron Smith II, 
formerly with J. J. Devine & Asso- 
ciates, New York, is  secretary- 
treasurer. 


“Dial” Bows in Denver 


Western Radio Dial, new radio 
publication, has made its appear- 
ance in Denver. It is published 
every Saturday at 712-714 Railway 
Exchange bldg. and is distributed 
to 50,000 homes. 


———— — 
=——— 


Paris and Hickory 
Lines Draw 


Increases for ‘39 


Chicago, Dec. 22.—A_ substantial 
increase in magazine advertising 
highlighted 1939 campaign plans 
disclosed here today by A. Stein & 
Co., maker of Paris and Hickory 
accessories for men and women. 

Newspaper and rotogravure copy 
in key cities will augment a maga- 
zine list including American Boy, 
Collier’s, Esquire, Fawcett Women’s 
Group, Harper’s Bazaar, Ken, Look, 
Macfadden Women’s Group, The 
New Yorker, The Saturday Evening 
Post and Vogue. 

This represents an increase over 


ow about a vacation—NOW ! 


* Something’s happened to a 


major American industry—vaca- 


tioning. FORTUNE examines the new winter trend in holidays—who 
goes where, what they spend. Good news for Southern and winter- 
-port resorts—bad for Northeastern coast. VACATIONS IN WINTER. 


Page 59, Fortune also tells you all about two good places for a 


fine, expensive time—Cat Cay: 


\ aLLey: Ir You Skt (Page 64). 


Ir You Fisu (Page 61), and Sun 
Fortune for January. 


AMERICA SWINGS TO COLLECTIVE SECURITY 


* Since Munich, American Public Opinion on Foreign affairs has 
been making the most spectacular about face in years. The FoRTUNE 
SURVEY, Page 66. Fortune for January. 


the eight magazines used this fall. 
Direct mail, trade paper and coop- 
erative copy will also be used ex- 
tensively during 1939. 


Feature New Fabric 


Copy themes will remain approx- 
imately the same on the various 
lines, with an expanded cooperative 
campaign planned for Paris En- 
durette raincoats and Paris Gards. 

Hickory foundation copy will fea- 
ture a newly developed fabric, a 
Modernet lastex said to combine the 
comfort and beauty of porous webs 
and figure restraining control. The 
“Parade of Notions” drive, started 
this year, will be continued. 

Point-of-sale and window display 
material will be available to all co- 
operating retailers. McJunkin Ad- 


vertising Company is the agency in 
charge, and Joseph M. Kraus is ad- 
vertising manager. 


Oppose Liquor Promotion 


Methodist ministers in the vicinity 
of Pittsburgh have adopted a united 
campaign against the manufacture 
and sale of intoxicants, and have 
unanimously approved a resolution 
denouncing the advertising of beer, 
ale and wine by radio. 


Buys Dairy Subsidiary 

Senn Products Corporation, Brook- 
lyn, N. Y., has purchased the choco- 
late milk business of National Dairy 
Products Company and its subsid- 
iary, R. G. Miller & Sons, Hartford, 
Conn. W. I. Tracy, Inc., New York, 
is the agency. 


LET'S HAVE A THEORY OF OUR OWN 


* FORTUNE accuses the most industrialized nation 
in the world of second-hand economic thinking. 
Urges that, instead of merely adapting foreign eco- 
nomic thought to American needs, American theorists 
must create a school of economic thought native to 
this land—and suggests a starting point. BusiINess- 
AND-GOVERNMENT. Page 47. Fortune for January. 


A tip from the skipper’s grip. 


cups. 


“Rush tractor by air mail”. 


Man slights dog! 


THE ADS ARE INTERESTING, TOO 
Vifties culled from the advertisements 
in ForTUNE for January 


Baldwin-Duckworth (G.S.) 

For tough tires ... or tender steaks! 
—York Refrigeration (J.M.M.) 
The “Industrial Cupid” gets a new arrow. 
—Mallory (A.-K.) 


Eat onion soup... catch bigger fish. 
—Vitamins Plus (B. Adv.) 


Versatile salt . . . for fewer nicks in coffee 

——International Salt (S. Co.) 

Porterhouse steak . . . on the hoof. 
—Comptometer (L. B.) 


Drop-by-drop it distills a cure for leprosy. 
—Corning (B. B. D. & O.) 


—Goodrich (G.-E.) 


—The Family Circle (N. W. A.) 


‘ 
« 


¥ rg - 


a 


~NEW VENDING MACHINE 


Peter Muller-Munk designed this new 
cigarette vending machine for U-Need- 


A-Pak Company. Its v-shaped mirrors 
are heralded as an innovation. 


Prog ram | Racket 
Still a Headache 
fo N. Y. Brewers 


New Technique Being 
Employed to Divert 
Funds, Says Jordan 


New York, Dec. 21.—The pro- 
gram racket is still diverting thou- 
sands of beer advertising dollars 
from legitimate media, despite the 
efforts of the New York Brewers 
Board of Trade, according to 
George R. Jordan, advertising and 
sales promotion manager, Jacob 
Ruppert Brewery. 

Mr. Jordan, in a talk before the 
Bottle and Cork Club, an association 
of colored salesmen in Harlem, re- 
vealed that the racket which he 
exposed a year ago before the Ad- 
vertising Club still flourishes, and 
that promoters of the racket have 
developed new high pressure meth- 
ods of space selling. (ADVERTISING 
AcE, Nov. 29, 1937.) 

Promoters are now reaching ad- 
vertising managers through brewery 
salesmen. Instead of sending ad- 
vertising requests by mail or mes- 
senger, the promoters now induce 
tavern keepers and other employes 
of establishments where beer is sold 
to make the requests to salesmen. 
More than 50 per cent of the many 
requests he now receives, Mr. Jor- 
dan declared, are transmitted in that 
way. 


Must Stop at Source 


The speaker declared that the 
protective committee of the Brewers 
Board of Trade has extended its 
activities “to guard the leaks of ad- 
vertising money into tickets as well 
as questionable publications and en- 
terprises of all kinds.”” He empha- 
sized, however, that the final rem- 
edy lies with salesmen, who must 
refuse to pass on to the advertising 
manager “the constant stream :of 
requests which are sucking the 
blood out of the advertising appro- 
priation and reducing its effective- 
ness.” 

“When the salesmen realize that 
their own incomes are helped by 
an increasing consumer demand 
stimulated by intelligent advertising 
in recognized forms, and not by dis- 
sipation of the company funds to 
promoters of unproductive advertis- 
ing schemes, they will choke off this 
present serious drain at its source,” 
he said. 

Solicitation to brewers for the 
purchase of blocks of tickets for raf- 
fles, bunko games, bingo parties, 
dances, shows, testimonial dinners 
and other money-raising schemes 
usually carrying a cloak of charita- 
ble, religious, or other worthy pur- 
pose, is another side of the racket. 


McKee with Alber 

Robert McKee has joined R. H. 
Alber Advertising Company, Los 
| Angeles, as account executive. 
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Watch the State Legislatures 


Most of the state legislatures of|tures. It is all it can do to keep 
the country will be in session shortly pas with bills introduced in Con- 
after January 1, and it will be wise |gress. Consequently the burden of 
for advertisers and merchandisers | following proposed state legislation 
to keep their eyes on the state |falls principally on the associations. 
capitals. More and more during the |Those in the advertising field are 
past few years has it become cus-|alert and watchful, and will keep 
tomary for state solons to consider |their members advised of what is 
and in many cases enact laws affect- | going on. In many cases the com- 


| 


ing the marketing operations of |panies affected can bring pressure 
manufacturers doing an interstate|to bear on unfavorable situations 
business. through their local connections. 


Some of this legislation is desir- | 
able, as in the matter of uniform |their thorough surveys of the field 
laws governing foods and drugs, |of state legislation. The 
which will be presented in most of | tion of National Advertisers, for in- 
the legislatures in 1939. But in stance, has rendered yeoman serv- 
many other cases efforts have been ice in fighting state legislation re- 
made to enact laws which would be quiring trademark registration. The 
premerny of aiapegmomag type, such Advertising Federation of America, | 
as those requiring state registration ; ng Scent alin ‘ta te 
of trademarks. The reason for this through its sgn gence ‘ 

. ‘ : _...... an especially good position to han- 
type of legislation is the pressure The Out- 
on all law-making bodies for more 
revenue. States and municipalities, door Advertising Association — of 
as well as the national government, |America has a legislation depart- 
have found it necessary to raise|ment which keeps informed 
more funds for relief and other spe- |not only on bills affecting its own 
cial purposes, and are looking industry, but all proposed legisla- 
around for all available sources of |tion touching the interests of adver- 
new tax revenues. tisers. These and other organiza- | 

It is next to impossible for the|tions in the advertising field will | 
individual company to keep well |intensify their efforts on the legis- | 
posted on all of the legislation being | lative front during the coming im-| 
offered in the various state legisla- | portant months. 


The associations deserve credit for 


Associa- 


dle legislative matters. 


well 


McKesson-Robbins and Patman 


While no secret was made of the with proponents or oppo- 
fact that McKesson & Robbins/nents of pending legislation through 
sponsored many of the public ap-|accepting money for speaking pub- 
pearances of Congressman Wright) jicly in their behalf. 
Patman in behalf of the Robinson- : 
raeman maw ane other national leg-| member of a great deliberative and 
islation intended to help the inde-| 7 * 

: . | legislative body like the Congress of 
pendent merchant in his competi- . tahip 

ae a the United States to be in the pay 
tion with the chains, the current 
troubles of the big drug house have 
turned the spotlight on this phase | the enactment of legislation, no mat- 
of Mr. Patman’s activities, outside | ter how honestly his views had been | 
of his work in the House of Repre-| arrived at. 
sentatives. The chain stores will undoubtedly 

Many members of Congress accept |make full use of the publicity given | 
remuneration for public addresses |to the relations between Congress- 
on matters of general interest, in-| man Patman and McKesson & Rob- | 
cluding discussions of pending legis-|pins, and opinion in the capital is 
lation. Few would admit that their | qno¢ pis pil providing he 
views were influenced by receipt 
of pay for services of this character. | 
Congressman Patman could no | 
doubt argue honestly that he had 
initiated anti-chain store legislation 
long before he was asked to make 
speeches under McKesson & Rob-|°! the loss of 
bins sponsorship. which 

The delicate question is neverthe- 


himself 


It would seem 
greatly to weaken the position of a 


| of interests directly concerned with 


avy taxa- 
tion on chains doing interstate busi- | 
ness will probably not get very far | 
in the next session of Congress | 
| Such a result would not disturb | 
| most advertisers, but it is significant | 
prestige | 
from too 


personal 


may result close 
association with interests which are 
less raised as to how far a member | actively lobbying for special legis- 


of Congress 


should go in allying|lation 


| of the 


Ad-li 


—Electrical Merchandising 


"Mother, What's a Match?" 


bbing 


Switching Caps 

Under the recent consent decree 
entered into by Ford and Chrysler, 
automobile manufacturers can’t ad- 


vertise the advantages of one par- | 


ticular brand of auto financing, but 
there is apparently nothing to pre- 
vent finance companies from adver- 


Never hes your Ford deaker bad st munch tod Rewsry Guat 
keynotes the style trend .. > performance surpassing oven the 


previous bord hew © ter im cech price cham >. . che Ge 


towers! Credu Companys Time Payment Plane that 
make « ©ory fo own one of these ive greet caw NOW, 


By ewe thee 40 AO creer: of Fort Anaiinee tree peatinrred 
UNIVERSAL CREDIT COMPANY PLANS 


Serctelend glam devigned bw Fart Comwentont maw r@\ieier temertene 
ad ey me ctw +  e 


ee 
foe Ford denier an Gee pe meme Oe ments of Newthowrwnnd Feet Amie 
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tising the advantages of one par- 
ticular kind of motor car, as this 
newspaper copy for Universal 
Credit Company does. 

The copy not only contains a 
blurb for Ford cars, but urges the 
reader to ask the Ford dealer “about 
UCC Time Payment Plans—for cus- 
tomers of Ford dealers exclusively.” 

This type of copy may become 
more prevalent, and the net result 
of the consent decrees might thus 
be the development of automobile 
finance copy as a more important 
separate classification 


Candid Financial Note 

Not since the early days of the 
SEC, when sellers of stocks and 
other investments were exhausting 
their vocabularies in strenuous ef- 
forts to convince every 
purchaser that he would be quite 
balmy to risk buying their offerings, 
have we had such a pleasant glow 
as that engendered by the reading 
proxy form sent to stock- 
holders of Swift & Co. in prepara- 
tion for the annual meeting. 


Prepared under SEC tutelage, the | 


Swift form says: 

“This proxy solicited on behalf of 
the management at an expense of 
$2,413—printing, paper and postage 

is subject to revocation by the 
shareholder 

“It is intended that votes will be 
cast pursuant to proxies for the re- 
election of George F. Swift, Harold 
H. Swift and William B. Traynor as 
directors. The board of directors 


iwas primarily responsible for their 


would-be | 


,original designation as candidates 
‘for office.” 

And then follows a complete list- 
ing of the stock holdings of all three 
in Swift, Libby, McNeill & Libby 
‘and other subsidiaries as of Nov. 
30, 1938, plus, in the case of Mr. 
Traynor (who is _ vice - president, 
treasurer and a director), his salary 
| for the past fiscal year. 
| Not being a financial authority, 
we profess to know nothing what- 
ever about the relative merits of the 
SEC regulations which make the 
presentation of this extremely can- 
did information necessary; but as a 
/small-fry stockholder who has al- 
ways had a pushed-around feeling 
when requested to fill out carte 
blanche proxy forms, we're going 
to go right on enjoying this new 
sensation of being ever so slightly 
on the inside until some one tells 
us to stop. 


Jottings 

Gale & Pietsch advises us that 
they will be handling publicity for 
i|Slim Williams, the lad who hitch- 
hiked to the Chicago Fair behind 
a team of dogs. 


ining to pilot a motorcycle from 
|Fairbanks, Alaska, to the New 
York Fair. His only purpose, we 


jare informed, is to stir up addi- 
tional interest in a motor road to 
Alaska. . . 

And the WLW press service in- 
forms us that Peter Grant, WLW 
announcer, reads his “Sunday Eve- 
ning Newspaper” on the air’so fast 
that he cannot look at the studio 
clock and has to be notified by a 
signal one minute before signing off 
time. He reads approximately 2,600 
words during his 15-minute stint, 
1400 over the average, thus necessi- 
| tating use of a higher pitch of tone, 
plus the exercise of great caution 
in not drinking too cold water 

We missed the annual holiday re- 
junion at the Cleveland offices of 
McCann-Erickson, but got a _ kick 
out of the invitation. We didn't 
know, incidentally, that agencies 
ever gave parties to which ordinary 
mortals are invited. . . 

If you want to make a hit with 
|the kiddies, bring home one of the 
|booklets Ladies’ Home Journal is 
}passing out. They're reprints of 
the Monroe Leaf drawings which 
appear in the mag each month... 

Hold everything! We just this 
minute got an announcement from 
the Kemper-Thomas Company, Cin- 
cinnati calendar house. In big bold 


‘type it says: “Kemper-Thomas 
Scores Again! 1940 Calendars a 
Sensation.” .. . 

Brown Advertising Agency of 


Akron sends us a copy of “the first 
issue of Toy Balloon News, pre- 
pared for the Toy Balloon Institute, 
a group of seven manufacturers.” 
Some people have all the fun. . . 


This time he’s plan- | 


<= 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or throug; 
ADVERTISING AGE, by any nation, 
advertiser or advertising agenp, 
executive writing on his businey 
letterhead. j 


No. 1444. Specifications. 


Business Week has issued this 
data book full of facts concernip, 
editorial content, circulation, reag. 
ership and market, with numeroy; 
advertising success stories. The ma. 
terial is arranged in concise form 
for easy reference to the subjects 
covered. 


No. 1445. Merchandising Yo y; 
World’s Fair Exhibit. 


This reference portfolio has bee; 
issued by William E. Rudge’s Sop; 
as an aid to advertisers who ar 
planning to tie in their promotioy 
with the New York World’s Fai; 
In addition to a check list, the port. 
folio contains specimens of promo. 
tion pieces which have been de. 
signed and printed as demonstra- 
tions. 


No. 1446. The Story of WCKY’s 
Food Show Activities. 

In this booklet, WCKY describes 
the part it played at the Cincinnati 
Pure Food Show, with displays of 
food products, sampling, broadcast 
interviews and other promotion for 
food advertisers. 


No. 1404. KTUL-Tulsa Market Data. 
This brochure, issued by Radio 
Station KTUL, offers some interest- 
ing business facts about the city of 
Tulsa, with complete market data 
on the 36-county daytime and ll- 
county night time listening areas. 


No. 1437. 
1938. 
Fawcett Publications, Inc., has 

issued this new study of the circu- 

lation of Fawcett Fiction Unit, Faw- 
cett Screen Unit, Fawcett Women’s 

Group, Fawcett Men’s Group and 

Mechanix Illustrated. U. S. circula- 

tion is shown by population groups 

states, counties, and cities over 2, 

500 population. Canadian circula- 

tion is shown by provinces, and for- 

eign, by countries. 


Circulation Analysis, 


|No. 1419. How to Sift the Wheat 
from the Chaff. 


The question: Who are the buyers 
of advertised goods today, and what 
media will find them? is the subject 
of this study issued by True Story 
Magazine, and based on the govern- 
,ment’s analysis of consumer pur- 
chases. Going further than to bring 
out the fact that the upper income 
group spends twice as much as the 
lower, the brochure states that the 
upper half buys more because the 
lowest income group ($1,160 to 
$2,000) within the upper half buys 
more. Graphs illustrate how mag- 
azines reach these income groups in 
|relation to auto purchasers, personal 
|care expenditures and food expen- 
| ditures. 


| No. 1439. Market Patterns in Eight 
| Large Cities. 

The Curtis Publishing Company 
has issued this study, which is based 
;on the government’s Consumer 
|Purchase Survey. The data _ has 
| been projected to cover the incomes 
|and expenditures of all families in 
|the eight largest cities studied in 
the survey: Chicago, New York. 
Providence, Atlanta, Columbus. 
Omaha, Denver and Portland, Ore 


No. 1433. How Over 5 Billion Dol- 
lars Were Spent by Farmers in 
Washington, Idaho, Oregon. 


This Northwestern farm market 
|study, based on annual surveys 
from 1924 to 1938, has been issued 
by Pacific Northwest Farm Trio. 
|Farm income and expenditures are 
tabulated, with percentage of brand 
preference shown for food, clothing, 


| drug and miscellaneous products. 
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December 26, 1938 


ADVERTISING AGE 


HE sales records of retailers and 
national advertisers alixe demon- 
strate that the families who pack the 
stores, aS a result of Tribune advertis- 

| ing, buy practically everything... and 
buy in carload and trainload quantities. 


i 


» With incomes drawn from com- 
merce, industry and the farm, Tribune 
i readers are the backbone of retail trade 

... and the steady volume market for 


y 


f branded merchandise. 


Total daily circulation of the Tribune 
is now in excess of 900,000; total Sun- 

» day circulation is over 1,100,000. 
| With over 720,000 city and suburban 
} circulation, every day of the week, the 
Tribune reaches Chicago’s largest con- 
stant audience... an audience of atten- 


a 


_ tive, able-to-buy families far greater 
than that reached by any other medium. 


It attracts readers in every income 
| group of interest to advertisers. It 
reaches more families in the upper half 
' of the market . .. and more families 
in the lower half... than any other 
newspaper. 


Refrigerators or soup, lipsticks or 
work shoes... no matter what you 
Sell .. . you can depend on the Tribune 
to produce... year in and year out... 
the greatest volume of sales. 


UPPER HALF 


TO TAKE MAXIMUM ADVANTAGE 
OF THE INCREASING SALES OPPOR- 
TUNITIES IN THE CHICAGO TERRI- 
TORY, BUILD YOUR ADVERTISING 
PROGRAM AROUND THE TRIBUNE. 
RATES PER 100,000 CIRCULATION 
ARE AMONG THE LOWEST IN THE 
COUNTRY. 


icano Cribune 


THE WORLD'S GREATEST NEWSPAPER 
TOTAL DAILY CIRCULATION NOW OveR 9OO0,0 
TOTAL SUNDAY CIRCULATION NOW OverR 1,100,0 


00 
00 


ms, dns agi 


pang - My 3 i A> i , male ~ y 
2) a 13 s 
= —$—$—$$—$—$————————— : 
SS —$——— - — le aaa 
on 
. a 9 7 . =a 
q] ; ha 1 “a a ; ie i 
ae sf a if a = 
4 “, id ae 
A : ‘ai ‘2 © 4 Fae 
: > sort 8 > 7 "ae. 
? er: |" A | a a _! 
r we as * lle ae 
— Hy — ; ii re 
a ; pat a ce. ee 
&. : ss ‘a a <A =, en eee 
in Ss. = eid 
es % : a 
ae ge! :o 
.o 
. i: " : 
lis oF + - 
<a te 
ng . ' : es 
nd m is 
_ i ~ rs me “ee 
a- stg 3 . > 
7 | >: 
S Mr 
L? ; 
en 
Ns ‘ : 3 : ;, 
On _ a iy “Ag , A aie ick: - aa “ah. a Nea a 1 ae 
d as . =. ne hy sa vi 
t. 4 os = <a an 
: : ae : a ii aos 
e. 7 Bee i ib a e . . . ee ; 7 Ss ie = al Raa tl Ri rr ee. 
. .-  * he ay. a : % pon ee oe eee a5: eo OTe iy ae on 
a a me Fs ~~ ao. le ie ll we ‘ or 
i" | Bee ee = Fe . : a EY. # og ee ay. oe ae é oo ee aad 
; 2 ‘ is , oo ee - ae BS. a « ei. a tere . Ay Simtepy Se nae ei oe ii i 
. se ee 6 ah, oe 5 ee ae 
r. A of * (as o 2 y i sor ee i ee; b 
‘ ee ew — . i ae ae a , & Re dee oa es pe 
<& ig ee ee a a Sg > ge ee, = ie ae ae oa ® ; 
1 a ae i ——— ' sac “li bc iiss Ct ae he 
! ee ; ; ee ea A a ae ee ee = Saas 
it : A & aa oN ee 
is Yes ‘ a "kha e as Bee ; 
of MG > $a i ae 3 j ) ees ste c ; = 4 e, pedis ae ees 
or ae: oles 4 ee aa - a” ms sii 
* a ea _— 4 J . eng . - Se ; bce = pa yagi 7 oo a _ 2 
safe scat ae ie ' an ol —_ - o- i 24. - ogee S| 
am | af ee ; ae ‘ —— ee —_ =  # . 
io ee $ . eae +% ost a ee : eo ae 
| Z an > SS. § Bh: 
t- er * » Wie 7 ah ae a mm ‘ 4 . ae ae mn ‘a : HA a ‘ — 4 AD on { a cit 
Zh ee a eee ee te meat ie aa. q \ Mi WEP i" Pee 8 
of ada ¢ es or ” { i ae al — 1 3 Cite 
ta Seiten ; j a “ on ra ZZ eae 4 “le . AS yal { r ia we ‘ . vere 
|. syle ——— eS . % £4 \ ee a le sack: 
‘ oe eee Nee ~ % A oan ad * _ Se . Pas = = eee ne 
Wire Doe cad ae ee ae a . 7! . a a st $e: ~~ aes | 
7 a ; ae a ee ; 4 4 7 s ai ae Re ~. Bg ON Si J v ’ ‘ s Bs ara 
1S, _ ie 5 he i / =a = :- Seg of i, al *. sate ae f mt ~ ih 
e. i as P's ‘ a 2 3 sl Ps a _ iia ma aN \e : Oe, 5 , “$ Nu ss 
g M # baat Z pec a oa pee: a). -). ia ‘a ~ = 
U- 5 Mie ie C4 bora e! ts . ae E ee ei yo oT “9, Sa * 2 as ets “é ‘ ha ie ae \a ‘ 
—. tee oe Go Sree ee ae EN 
‘- —— ll "hen ee ae ee ee Ue ie | —xa—_ ie a Spe 
it Bye He ' " = a . eo Ee ee ae W pa cloat gay p , ; + 
r Ba ee _ TG re ae ee oT - o> ae ™ > 
1d a ~ rol - 2. fe ¥ — Je i hg = tae ee 14 “ag tae =, 4 " Vee } 
. ile faa EE Re: Om ie ‘7.0 ee . Jae > = oi 
™ “s ac —™ pas —. - “oI ‘ ® 5 ae 
)s ee + i St — tii ie : . By ; a ig ’ a a ae ~ 4a | : apes 
" a” ~ m “ihe eS ae ee: ; ; : ss a x — C2 BA : ‘ 7 es Et “Z S a he P. 3 : a Pt : P 
3° i eS li a ROPE. yl : — 3 we oS ~ hha : , a = kV Apes, a ‘ “> os 
7 Ce: ea ees oS ae = nl 
a “ Pte eet es % ae 2 et ai - ie 7 — es j le or, ; ee 
i Pe i oe ee eee ee. . See aii Pe = 
eee tee A ee ee a eee! eae. ee ‘ Se S en 
ig : ee sj : po i vad eth _ ee i Fe | r: af F ka, 2 we 7, . 7 af » * wy br e o. - 
be mt iy eee! PS cel Nis P Sa d ee 
ot i be : ws ~ “ai om - a gilt i rie a % ie ae S ee. = , = 
: ‘ ee é Fa 4 q ee ie eae . y Se <a eles _ a e x S tog % és “4 =") ‘ — eo 
rs “a ae ? ii ‘. . 7 ae r nee és im > wet . : & 2 hy. a ; i a ro eS. a o a ; he ¢ os | % eS oe 
or ea a = oie St ee ee * ‘ Ee x i co es ‘ 
ct ae Fs ig a eve ; ee by. _ M4 : — an if oe , ae .— + , 3 _ ee! a eg 
l- d “es , oe: | a ome: _ See. » ‘ a ‘ » . 
% ‘ tay. .. i Ma Sala ‘ ia. ‘ ; 
8 eg : ia a On Cer > “ie \) ~ 
e ss me Sie ‘s a es ae oe Le 
ST: a =| (all, 4 
; 4 7 ee a: it, 3 She - ef P dghig't , Xs 
lll lL BT 1a ee 
e i Be a a .. a aa , ~ fe . ~ a ; , 
" : 3 Fi oe 4 a . <s 3 2 * yi ; ; 5 gg ~ . J = - * os ; at, ey ~” ¥ a ’ : e 
: 7? CMe | - eee wie a , * }) uti ts i ee * ia : 
1s * ee 6 : ‘ ra a. se = t om 4 “ ~ , os 4 - ft - 
/ : 4 awe Ye. — 
~ ~— : ‘; p " fi at te | ‘ij be 3 lier 
‘ _ s / .* . me a iS as ; ¢ ene 
a] ¥ ; 2 a .- ¢ a6 
, * x 4 s vs 
\- 4 . ; 7 ard. 2 s y +h ; : . - 
3 : ’ : - . aed a ‘ . a + “we > 
; C a9 7 = i ; wr 
; % ws 2 ‘ med AK roe 
nt Be von " 2% az My ijal Bie, les. See as 
bias. | ih ~~ oes (7) are ss | 
| == [ae eS RSS a 
4 a > «! F ms . % he ee te : a. “a 
 ) SS ea ee | 
at ¥ - Ps a * = ¥ ‘ ie a 3 N ort ? ii . 
; as Se ES Ni. . 
. o ay a a? see a 
’ Ne ple ee Zl 
n ‘ai: as : aii 4 2 *S ‘ ee ay ‘ eo in Pom =e 
n ate : bh F aS ae 
kK At Be). YF . ia eo a cer, 
, = , i. <a sae ae . 
" a. i ; a es 
e ‘= 2 
7 es 
n 
hast 
t oo 
. a 
4 a 
) £ 
e = 
d a 
s 4 see 
a 2 ir 
a a 
es 
: AS 
4 5 : ; " " , } ie 2 t ‘ 4 ; 5 Ps is Se — * ed - , 5 ae a g ie : , ane ees ‘ = “s Ree . - $ 
mae 2 ' ; : i Pa : f : a ae oN gt * = hae g Je SP hare 
Z ¢ aw ® ' Hy. we i? ‘< ' ¢ os ee * Pra \ A a) is 
é - 2: -e——- 


14 ADVERTISING AGE December 26, 193 De 


Voice of the Advertiser 


forum. 


This department is a reader's 


New Reason for 
Visiting the Barber 


To the Editor: The Dec. 12 issue 
of ADVERTISING AGE carried the, 
Hanley Ale ad which is a smart | 
bit of advertising. While New Eng- 
land provided the background, 
Worthington and Company, Ltd., of 
Burton-on-Trent, provided the idea. et he 7 ety i $e 

I have long admired the institu- — eg ‘ae < “ae 
tional advertising of Worthington " 
Ale as carried in the Illustrated 
London News. The one incentive 
for getting a haircut every 15 
days is looking forward to an issue | 
of Illustrated London News and the 
Worthington insert which usually 
carries a very beautiful English set- 
ting with an equally beautiful bit 
of copy. I am enclosing a typical 
example. 

H. W. FRAMBERG, 

Vice-President, Barnes-Crosby 

Company, Chicago. 


Group Presentations Good, 
But Hard to Manage 


To the Editor: We have tried the 
practice of group presentations for 
media material only to a very lim- | 
ited extent. It has mostly been 
when client executives happened 
to be in town and a particular pub- 
lication was under consideration that | 
we have invited media representa- 
tives to come in and talk to us while 
the client was in the office. seek 

I think the idea basically is ae 
splendid but so often when client or 
executives are in town, particu- 
larly those from out of the city, | 
their time is budgeted to such an 
extent that it is rarely possible to 


Letters are welcome. 


RESTRAINT IN ENGLISH BEER COPY 
es EAGIEN -. 


find the time in their schedules to { 1) 
arrange such a meeting. Of course, “il 


if it has been set up in advance of 
the client’s visit, the time probably gece 
could be arranged. While for 
clients whose offices are in the city, 
it would be a splendid time-saver 
for both the agency and the client 
if such meetings could be arranged 
and if the media representative 
could be content with the presen- 


to run this eight-column ad on one 
of its food pages and it is the | 
time I have seen any large ad like 
this which was wider than it is high. 

Actually, however, this size is an 


old story to me for we used to run | faith in fundamental principles and - 
tation that he woul ake é > 
ae e mane as that the greater majority of our ads over | developed that professional attitude 
However, I am afraid that in Germany in this shape when I| which } , t onl hat to do 
most media representatives would | whic ah KnoOWs not Only wha 


time. 


was with McCann-Erickson in their | 
Frankfort office. 

I came back from Frankfort in 
1935 and was with McCann-Erick- | 
son in Chicago for two years before 
I came down here. 

L. WM. FUNK, 
Mace Advertising Agency, 
Peoria, III. 


still want to make their usual num- 
ber of calls directly on the client 
and on the agency. 
H. E. HENprRIcK, 
Space Buyer, Tracy-Locke- 
Dawson, Inc. New York. 
. J sae 
Four-Color Copy 
To the Editor: I would like to v,vyY 
take exception to the suggestion ini 
made by my friend, Cliff Roberts, Veteran Reminisces 7 . 
of TWA, in ADVERTISING AGE Dec. To the Eater: Because | am an 
12, that his company is setting a old timer—also a woman adman— 


| emphasis 


| Dec. 12, 


teaching 
comers. 


cies, nails are nails to the man who In addition we also work out 3 
has not made a specialized study of |very complete program for al] of 
this pointed subject. our distributors covering direct maj 
Here at Republic we feel that we jadvertising as well as newspape, 
are making better nails and it was |display, etc. 
the advertising department’s prob- 
lem, in building the new catalog of | 
Republic nails, to lift them out of| ternational, Inc., Chicago. 
the realm of the commonplace. vvy 


More than a few who have seen Once-a-Year Chance 
this effort say we have succeeded; 


at least it can be said, after viewing to Really Say Something 

the unusual 812”x11” nail catalog, To the Editor: I believe the ep. 

that this is not a commonplace nail | closed advertisement is worthy g& 

catalog. I just thought it would be your attention. It will appear jp 

interesting to you for that reason. 
E. J. Kopr, 


H. E. Gave. 
Advertising Manager, Sears In. 


that by going behind the scenes on opportunities to publish a really 
how and what the radio is made of, | worthwhile message. Timely, frank 
we not only educate our distributor and courageous, it brings home to 
what to look for when purchasing | all of us the true meaning and spirit 


today — particularly in]a radio, but he in turn will be able | of the holiday season. 


advertising to the new-|to give a more convincing sales 
We had to learn it the old, 


hard way of trial and error. But|store. 


CLARENCE A. RYERSON, 
Clarence A. Ryerson Advertis- 
ing, New York. 


story to prospects coming into his 


at least we learned a deep abiding = _ = 


but what NOT to do. 
CAROLINE CARTER WILLIAMS, 
Cleveland. 

vvy 


Imagination 
To the Editor: 


Mills 
publication, 
that show IMAGINATION. 


We do not know what Mr. Man- | 
gan’s definition of imagination may 


In your issue of | 
1938, James T. Mangan of 
Novelty Company, asks for | 
date and page of ads | 


To yield a bumper crop, 


jh aca 


Advertising Division, Republic % 
Steel Corporation, Cleveland, O. of 
vy - v of 

Sears International ran 
Shows Inside of Radios pr 

To the Editor: Being a subscriber sel 
and constant reader of ADVERTISING om 
AGE, I seldom see anything pertain- rs 
ing to export advertising and ro 
thought perhaps you might be in- re 
terested in seeing the type of cata- ps 
logs being sent to various countries rs 
throughout the world by Sears In- a 
ternational, Inc., the export subsid- + " \ dvi v, oe 
iary of Sears Roebuck & Co. orus he wed ANY Vie - 

We are enclosing one of our latest ins nd i ttn a ’ 
catalogs just produced on Silvertone in cna te Oe . 
radios, which has been printed in . 
Spanish and Portuguese as well as i Sans See © ree ee M 
English. We are sending this par- toon Gad ond gone apudiniag Laud, ~ 
ticular catalog to all of our present * 
distributors for use as a combination 3 
sales manual when calling on pros- ts 
pective customers as well as when ha gy a see spre mp5 
contacting new prospects. se Liege vet the 

We have tried to give our dis- “A Mery Christus” 
tributors, as well as new prospects, 
a pictorial view of the way in which THE FIRST-STAMFORD n 
Silvertone radios are built, and Li V 
what is on the inside of all the; “~*~ ay gga p 
various models. A great many cata- c 
logs produced today show only the Prine. 2 o N 
outside of the radio but give no| Connecticut newspapers Dec. 22 and 
important facts regarding what is | 24. 
on the inside. Therefore, we feel It represents one of those rare 


precedent with four-color copy in 
Time magazine. The facts are: 
United Air Lines inserted a series 
of four-color ads in Time during 
1933-34. 
R. E. JOHNSON, 
Director of Advertising, United 


jrent series of ads for Farm Journal, 


vertising Women’s Club, hence | » pearing in your publication, show 


deeply interested in all similar pro-! ogoctive use of imagination. 
fessional groups—I was more than | The recent dates are Oct 
interested in your report in a recent | 24: Nov. 7 and 21, and Dec. 5 
issue of the Toronto Women’s Club | and 19. 

and their lively dinner meet under 
| leadership of their Margaret Brown. | 


R. W. GRAHAM, 


Air Lines, Chicago. Jerome B. Gray & Co., Phila- 
veweey | You will admit that any one of | delphia. 
Uses Eight-Column, |these reasons would be enough 
2-Inch Copy in Daily _and three times “enough” is how | Nails Get e Seog 
bs : 4 _ _|much? Well, in my case the nos- in New Catalo 
To the Editor: We are enclosing |talgia of that reminiscent article | g 
a tear sheet of an ad eight columns | can only be dispelled by writing To the Editor: Just as “Pigs is 


by two inches for our client, Baker- | 
which I thought | 
of interest to you. The! 
agreed | 


Stuber Dairy, Inc., 
might be 
Peoria Journal - Transcript 


Bees Voor Famay bei yi oe my} 1 1. Xd 14. 3m 
Baker -Stuber Homogenized Vitamin D Mik @ 


emtese 6-04 


-}| make new application of them to 


‘};}same way you 
| pickles 


|Pigs” to those unacquainted with 
the peculiarities of the porcine spe- 


this letter. 

Rounding out the story of the 
| Heinz slogan and trademark is a 
fact that has always seemed to m 
| most significant: How many of you 
4 | nestlings know that O. C. Harn, so 
* | long identified with the construc- 
| tive purposes of the Audit Bureau, 
|} and before that the brilliantly suc- 
ponte advertising manager of Na- 
tional Lead, was (before that) the 
Heinz adman and carried the les- 
learned in that business to 


| sons 


other problems of marketing? 

The famous Dutch Boy of Na-| 
tional Lead unified a group of mis- 
cellaneous brands and showed the 
strength of “one for all and all for 
one’’—moving a ton of lead in the 
move ae ton of 


It does seem to me that 
| great old fundamental principles in 


these 


The attractive front cover of the new 
advertising should be given more Republic nail catalog. 
. Se. ~ % ; — 
Re ic Se san ~ > *; 
— , ‘ 


and member of the Cleveland Aa-| 5° but we sugget Gist our cur- | 


all parts of a sales field 
require intensive cultivation 


10 and | 


The most productive sales field in Canada 
lies within a radius of one hundred miles 
of Toronto. It represents one-third of the 
buying power of the entire nation. The 
attractiveness of this market makes compe- 
tition keen, and persistent advertising effort 
is essential to maintain sales. 


One of the largest groups of consumers in 
this field is represented in the readers of 
The Evening Telegram. For over sixtv-two 
years these people have done their major 
buving through the advertisine columns of 
this family paper. It is imnossible to reach 
them throuch any other newsnaper or group 
of newspapers. Undoubtedly 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 
TORONTO CANADA 
NEW YORK: Dan A. Carroll CHICAGO: John E. Lutz 
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Representatives 
Study Gallup 


Newspaper Surveys 


First Two of 25 Are 
Presented to Chicago 
Organization 


Chicago, Dec. 20.—The first two 
in the new series of Gallup surveys 
of reader interest representing one 
of many new sales aids being ex- 
tended to space salesmen were 
presented to the Newspaper Repre- 
sentatives Association of Chicago 
today by Wilder Breckenridge, sales 
manager, Bureau of Advertising, 
American Newspaper Publishers 
Association. Since about 25 surveys 
will be made in as many cities be- 
fore definite conclusions begin to 
take shape, Mr. Breckenridge 
warned his audience against draw- 
ing any specific deductions from the 
data at hand. 

Also introduced at the meeting 
was Frederick Dickinson, new 
Western manager of the Bureau. 
Mr. Dickinson was advertising di- 
rector of Hupp Motor Corporation 
for 16 years. He spent four years 
with Lennen & Mitchell and the last 
two with McCann-Erickson, Inc. 


Cullen New President 


It was the annual meeting of the 
newspaper organization and John | 
W. Cullen, Jr., John W. Cullen Com- 
pany, was elected president, suc- | 
ceeding A. G. Ruthman, of Gilman, 
Nicoll & Ruthman, who becomes 4 
director. J. E. Lutz is vice-presi- | 
dent; Paul Ray, The Katz Agency, | 
secretary; and H. E. Scheerer, | 
Scheerer, Inc., treasurer. L. W. 
Brownholtz, O’Mara & Ormsbee, and | 
T. J. L. Klapp, Jr., serve one year 
as directors, the former being re- 
tained and the latter reappointed. 

The Rochester Times-Union and 
Louisville Courier-Journal were 
used in the first new Gallup studies, 
the objective of which, Mr. Breck- 
enridge said, is to provide sign posts 
which will help advertisers reach | 
their destinations easily and quickly. 
While the surveys are expensive, 
the findings promise to be so val- 
uable that many agencies have vol- 
unteered to assist in the financing. | 

If any definite conclusions may 
be reached at this early stage, Mr. 
Breckenridge said, it is that position 
is meaningless. Readers approach 
the newspaper in an attitude of in- | 
tense selfishness and copy which is 
geared to this attribute will be 
found and read on any page. In- 
stances of where small space and 
obscure positions yielded amazing 
results have been uncovered, while 
in other cases large space and pre- 
ferred position have failed to win 
thorough reading. Thus the trail 
seems to be leading back to the 
agency and its ability to produce 
copy which will present the product 
in terms of the reader’s needs. 


Examples Given 


Many advertisements, the Gallup 
method indicated, win attention by 
ingenious headlines, and then pro- 
ceed with the story in terms that 
fail to maintain the tempo. Mr. 
Breckenridge criticised other copy 

hich presented commonplace prod- 
icts in language suggestive of life | 
ind death. “My wife stood aghast 
ver this bathroom cleanser” was | 
ffered as an example. | 

The “taste bud” theme of the 
Florida Citrus Exchange has failed 
’ Win unusual attention, the Gallup 
urvey found, the public manifest- | 
ing little interest in this new motif. 
\ halftone showing a plate of cook- | 
es won a rating of 64 per cent) 
mong women, on the other hand. | 
some Gorton cod fish copy, making 
the claim that it “Leads all others” | 
‘failed to spur reader interest, but 
Lever Brothers scored for Spry in 
mall space, with a record of $1.83 
er 1,000 readers, according to the 
urvey. 

Possibly one of the most valuable | 
esults to emerge from the Gallup | 
tudies will be establishment of a | 


scale of product interest levels, 
based on the obvious fact that hats 
interest women more than linoleum, 
for instance, and thus start the ad- 
vertising battle with the odds in 
their favor. This also explains, ac- 
cording to Mr. Breckenridge, why 
department store copy, combining 
buying information with style news, 
almost invariably ranks high in 
feminine interest. 

Another indication noted thus far 
is that reader interest may be higher 
in small towns than in large, ap- 
parently justifying the higher mil- 
line rate. 


Buckeye Names Iola 


The Buckeye Aluminum Com- 
pany, Wooster, O., cooking utensils, 
has appointed B. D. Iola Company, 
New York, as sales and advertising 
counsel. Newspapers and trade pa- 
pers will be used during 1939. 


Lexicon Agency Moves 


Lexicon Advertising Agency has 
moved to 230 W. 41st street, New 
York. The new telephone number 
is Pennsylvania 6-2315. 


Copy Important? 
Not Very, Says 
Layout Book 


New York, Dec. 20.—Advertising 
is not the art of the magic word 
but more truly the art of the magic 
layout, according to “Layouts and 
Letterheads,” a new book for ad- 
vertisers, art directors, and artists. 
The volume features more than 220 
unusual layout and letterheads. Paul 
Carlyk and Guy Oring, advertising 
artists and partners operating the 
Carlyle & Oring Studio here, illus- 
trated the book, with Herbert S. 
Richland, account executive of Peck 
Advertising Agency, supplying the 
text. 


Layouts, Not Words, Changed 


Paraphrasing Ralph Waldo Emer- 
son’s remark that “What you are 
shouts so loudly I cannot hear what 
you say,” the authors point out that 
“What you say is not nearly so im- 
portant as the way you say it.” 
That “way” is layout, defined as 
“the means by which advertising 
secures it readers, creates first the 


favorable impression which is ad- 
vertising’s prime aim, and achieves 
the penetration of the message into 
the mind of the prospect.” 

The text of the book, subordin- 
ated as it is to the numerous illus- 
trations, points out that the chief 
difference between advertising of 
today and that of a decade or cen- 
tury ago is layouts, not words. De- 
spite emphasis on research, mer- 
chandising, and sales analysis, the 
ultimate essence is to create ad- 
vertisements which will be seen 
and impress people to act. 

The manual is described as “or- 
ganized _ inspiration — a _ layout 
source book to end all laborious ac- 
cumulation of ‘swipe’ collections.” 
It is shown how a layout designed 
for a paint company can be adapted 
to such unrelated subjects as per- 
fumes, shoes, food, and watches. 

“Layouts and Letterheads’ is 
priced at $5, and is published by 
McGraw-Hill Book Company. 


Thompson to Dunham 


John H. Dunham Company, Chi- 
cago, has been named to handle the 
account of John R. Thompson Com- 
pany, Chicago restaurant chain. 


FCC Superpower 
Decision Expected 
Within 30 Days 


Washington, D. C., Dec. 22.—Fina) 
decision of the Federal Communi- 
cations Commission with reference 
to the use of superpower by broad- 
casters is likely to be announced 
within the next 30 days, it was in- 
dicated here this week. 

While no official pronouncement 
has been made which would indi- 
cate the nature of this decision, ob- 
servers here believe that applica- 
tions for 500,000 watts, now pending 
for about a dozen stations, will be 
turned down, and that at the same 
time the experimental 500,000-watt 
permit for WLW, Cincinnati, will 
also be revoked. This permit has 
been renewed temporarily, pending 
final disposition of the superpower 
problem by the commission. 

Observers here believe that com- 
plaints of smaller stations, and in- 
sistent Congressional criticism lev- 
eled at the FCC, will result in a 
ruling eliminating all such super- 
power permits from consideration. 


CALKINS & 


‘CALKINS & HOLDEN, INC. 


announces that 


W. S. Townsend 


and 


A. J. Townsend 


originators of 


as active 


HOLDEN « 247 


PARK AVENUE NEW YORK . 


The Townsend Method of Pre-evaluation of advertising 


are associated with the Agency 


partners 
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at “38 Peak in 
November Linage 


New York, Dec. 22.—Linage in 
five of seven newspaper classifica- 
tions reached new highs for the 
year in November, a Media Records 
report covering 52 cities disclosed 
today. 

Newspaper advertising in the 52 
cities totaled 113,456,806 lines, 
somewhat below the October total 
of 113,558,284, the high mark for 
the year. 

Those classifications in which to- 
tals are the best for the year to 
date are retail, general, automotive, 
total display and department store. 
November automotive and financial 


linage exceeded comparable 1937 
figures, although the November, 
1938, total for financial linage has 
been exceeded in seven other 
months this year. 

Newspaper rankings for these 
classifications of linage, as shown 


in a report released with the above, 
have varied but little from those 
given in October. This report cov- 
ers morning, evening and Sunday 
newspapers of 112 cities. 

The previous report (ADVERTIS- 
ING AGE, Nov. 21) showed changes 
in rankings for the first 10 months 
of the year as compared with 1937. 

Subsequent changes have taken 
place among morning papers in au- 
tomotive linage, with the Manches- 
ter Union rising from sixth to 
fourth place. The Toronto Globe 
& Mail remains in first place. The 
Rochester Times Union and the 
Indianapolis News have changed 
places among evening newspapers 
carrying automotive linage, with 
their ranks now third and fourth, 
respectively. 

In the total display classifica- 
tion, the Boston Herald has moved 
from fifth up to fourth place 
among morning papers. 

Total advertising rankings re- 
main unchanged. The New York 
News leads the morning papers, the 
Washington Star, the evening field, 
and the New York Times, the Sun- 
day papers. 


“Herald” Apoints S,B&F 


The Herald, Miami, Fla., has ap- 
pointed Story, Brooks & Finley, Inc., 
New York, as national advertising 
representative, effective Jan. 1. Gar- 
ner & Grant will continue as repre- 
sentative in the Atlanta area. 


New Name for Art Studio 
Edwin P. Davis, owner and 
rector of Banbury Art Studio, has 
changed the name to Ed Davis, Art, 
with 
avenue, 


New York. 


West Changes 


Sam West, formerly with I. Mil- 
ler & Sons, New York, has been ap- 
pointed sales and advertising direc- 
tor of the Green Table Pad Com- 
pany, Brooklyn. 


di- | 


new offices at 370 Lexington | 


HOW '38 NEWSPAPER LINAGE COMPARES WITH '37 


MWCVEMBER 1938 - 1937 


Deny Imminence 
of Television 
Announcement 


New York, Dec. 22.—The flat pre- 
diction made this week by Ed 
Sullivan, Hollywood columnist, that 
within 60 days National Broadcast- 
ing Company “will declare that 
transcontinental television is an 
assured engineering achievement,” 
was just as flatly denied today by 
C. W. Farrier, television coordinator 
for NBC. 

‘We are working on network 
television, just as many others are,” 
Mr. Farrier said, “but no important 
development is imminent. It is 
going to be a long pull before the 
problem is fully solved.” 

Difficulties in transmitting tele- 
vision programs are two-fold, ac- 
cording to Mr. Farrier. In the first 
place, the co-axial cable which is 
used is highly expensive at its 
present stage of development, cost- 
ing about a dollar a foot. In the 
second place, present co-axial 
cables are not capable of carrying 
high definition signals over long 
distances. NBC pipes 
lfrom its studio to its transmitter 
atop the Empire State building, but 


jover 100-mile distances it has been | 


found that existing cables will carry 
only 250-line pictures. Present 
standards call for 441-line repro- 
ductions. 


Griswold Associates Bows 


Glenn Griswold, formerly pub- 


has organized Glenn Griswold As- 


sociates for the practice of public} 4 
relations, specializing in the indus-| [In Hiram Walker Shift 
Headquarters are in the 
| McGraw-Hill bldg., New York, with 
|a branch office at 520 N. Michigan! 


trial field. 


avenue, Chicago. 


Mygatt Leaves Mc-E 

Philip Mygatt of the radio depart- 
ment of McCann-Erickson, New 
| York, has resigned effective Dec. 23. 


programs 


lisher of Business Week, New York, 


OVER 
36,000 COPIES 
MONTHLY 


In its 50th year 
ENGINEERING COMPANY 


EQUIPPING 


FURNISHING Of« 


of publishing 


MATING - MAINTAINING 


service, DOMESTIC 
provides the background and 


experience in securing, developing and holding reader in- 
terest, which enables INSTITUTIONS to fulfill all basic qual- 


ifications for the effective institutional advertising medium. 


CONSULT YOUR ADVERTISING AGENCY 


REMODELING ) 


1900 PRAIRIE AVE., CHICAGO, ILL. 


Loss GAIN 
CLASS IF ICAT ICUS ~40 -30 -20 10 0 lo 20 30 
] ] a | | 
Rrra 4,8, | 
GEN RAL -7.0 oan 
AUTOMOTIVE 0.3 J 
F iwanc iar 5.4 a 
Totay DIsPLay -4,6 Cael 
CLASSIFIED “6.9 mil 
TOTAL ADVERTISING 5.2 | eee | 
DEPARTMENT STORES 5.2 i= — | 
JANUARY | To NCVD'BER 30, 1938 - 1937 
y ] | | 
RETAIL 10.6 | remem 
Generar 3.3 RN RR 
AUTOMOTIVE 1.6 . 
F WAN IAL 1601 | pre ce 
Total DisPray 14,9 ] 
SLASSIFICD 10.5 See 
TOTAL ADVERTISING 14.0 Se SNE ncn | 
Derearetvcnr STorcs -8,1 = | eames | | 
-40 me -20 -10 0 10 20 30 
Chart from Media Records, Inc., showing a comparison with 1937 for the month 
of November, and for the first 11 months of 1938, in various newspaper adver- 
lising classifications. 


Evansville Dailies 
Combine Plants But 


Stay Independent 


Evansville, Ind., Dec. 21.— For 
the first time in the history of 
American newspapers, two editorial 
pages representing the viewpoints 
of two distinctly independent edi- 
torial organizations will appear in 
ja single newspaper when the con- 
|solidation of operations of the 
Evansville, Ind., Press, a Scripps- 
Howard evening and Sunday news- 
paper and the Evansville Courier, a 
morning and Sunday paper, takes 
'place Jan. 1. 

In the consolidation, the two 
papers will occupy the plant of the 
‘Evansville Press. On weekdays the 


morning paper will continue as the | 


Courier and the evening paper as 
\the Press. They will be conducted 
|separately by two editors and edi- 
| torial staffs. 

| The editorial pages of both 
|papers will appear on facing pages, 
in a combined Sunday 
|Courier and Press, with complete 
freedom of expression on the part 
of the editors of each of the daily 
editions. 

The consolidation will be solely 
}one of mechanical and business op- 
jeration. E. J. Fehn, publisher of 
the Courier, becomes chairman of 
the board, and W. C. Bussing, busi- 
ness manager of the Press, becomes 
president. Don Scism, editor of the 
Courier, and Frank R. Ford, editor 
of the Press, continue in their pres- 
ent capacities. 


Gé&W Seeks New Agency 


| 

| A new agency set-up is projected 
for the three sales companies com- 
|prising the Hiram Walker-Gooder- 
ham & Worts group in the United 
States. The account of Hiram 
Walker Inc., New York, which in- 
cludes Canadian Club, Ten High, 
jand a line of gin, will remain with 
Sherman K. Ellis & Co., New York, 
who will resign from G&W as of 
June 30, 1939. 

| Maxon, Inc., Detroit, will 
James Barclay & Co. Ltd., and a 
new agency will be selected to han- 
dle the G&W account. 


Continues Griesedieck 


The appointment of Batten, Bar- 
ton, Durstine & Osborn, Chicago, as 
agency for Griesedieck Bros. Brew- 
ery Company, St. Louis, effective 
Jan. 1, does not affect the account 
of Griesedieck Western Brewery 
Company, Belleville, Ill., which will 
continue to be handled by J. Walter 
Thompson Company, Chicago. 


>) s el 
Radio Register” Moves 
National Radio 
moved its editorial and 
offices to 52 W. 53rd street, New 
York. The new telephone numbe1 
is PLaza 5-8343 


Register has 


‘Gravure Changes Name 
Gravure Service Corporatien, New 
| York, rotogravure, comic and maga- 
zine section advertising, has changed 
its name to Newspaper Groups, Inc 


Evansville | 


retain 


Western Brewery Account 


| 


Business Held 
in Low Esteem, 
Survey Shows 


Honest But Dumb, Is 
| Consensus of Leaders 


Queried 


| New York, Dec. 22.—Business is 
inefficient and mercenary and 
should be more strictly regulated, in 
the opinion of the majority of those 
replying specifically to queries of 
| The American Consumer, New York 
magazine. Consumer leaders con- 
nected with clubs and consumer 
groups feel somewhat more kindly 
toward business than consumer 
education teachers in schools and 
colleges. 

These are the highlights of the 
survey, in which 2,381 question- 
naires were returned—1,302 from 
|}schools and colleges and 1,079 from 
| consumer leaders. While the maga- 
zine emphasized that the opinions 
expressed are in each instance those 
| of the individual rather than of the 
| organization with which he is con- 
nected, it also estimates that the 
number of students and consumers 
directly influenced by the opinions 
of the respondents is 180,000. The 
questionnaires were sent to the rank 
and file, rather than any of the gen- 
erally recognized “professional” con- 
sumers. 

Business is blamed for everything 
but the depression, the survey 
shows. Of replies to a query as to 
whether business caused the depres- 
sion, 18 per cent of those in the 
educational field took the affirma- 
tive, and 52 per cent the negative, 
with the remainder unable to de- 
cide. Among consumer leaders, 16 
| per cent said, ‘‘No,” and 61 per cent, 
“Eas: 


Margins Too High 


Business men who have _ long 
prided themselves on the successive 
improvements made in the quality 
of their products with correspond- 
ing reductions in price have failed 
woefully in making the public con- 
scious of the facts, one question in- 
dicates. It was “Do you believe 
business is giving you the best prod- 
ucts it can produce for the money 
you pay?” Only 15 per cent 


! 
} 


| 


; 


of | ration, 


No Fooling! Hat, 
Shoe Chains to 
Aid Fruit Growers 


New York, Dec. 22.—Greatest im. 
mediate beneficiary of the chain 
stores’ accelerated attempts to Swing 
public opinion in their favor wij) 
be the three leading citrus market. 
ing organizations, it appeared here 
this week as the Institute of Dis. 
tribution revealed plans for partic. 
ipation in a national drive to move 
the biggest citrus crop in history, 

Not only will grocery and drug 
chains and those operating soda 
fountains and lunch counters move 
their heavy artillery up to smash 
consumer resistance during the Jan. 
14-Feb. 4 citrus drive, but chains 
in the variety, apparel, genera] 
merchandise and other lines which 
have no apparent connection with 
the citrus industry will also swing 
into action. 

These latter groups, including 
such non-citrus selling organizations 
as Melville Shoe Corporation, Adam 
Hat Stores, Inc., and United Cigar- 
Whelan Stores Corporation, wil! 
come to the aid of the country’s 
citrus fruit growers with window 
displays, special attention in regu- 
lar advertising, and many specia] 
promotions. 


Many Pledge Support 


Associations which have pledged 
their cooperation in the effort to 
move the crop include the Insti- 
tute of Distribution, National As- 
sociation of Chain Drug Stores, Na- 
tional Association of Food Chains, 
Limited Price Variety Stores Asso- 
ciation, Independent Food Distrib- 
utors’ Council, Super Market Insti- 
tute, National Restaurant Associa- 
tion, and National Association of 
Retail Druggists. 

Advertising display material for 
the campaign will be supplied by 
the three citrus marketing groups, 
California Fruit Growers Exchange, 
Florida Citrus Commission, and Rio 
Grande Valley Citrus Exchange, 
either direct or through the coop- 
erating associations. 


Lithography Exhibited 

An exhibit of lithographed adver- 
tising displays is being held at the 
Roger Smith Restaurant, New York, 
by Consolidated Lithographing Cor- 
poration, Brooklyn. Products of 
Consolidated Decalcomania Corpo- 
Jamaica, and American 


those in the educational field re- ,Tarso Corporation, Brooklyn, sub- 
plied in the affirmative, 83 per cent |Sidiary companies, will be shown 


giving a definite ““No.”” Among con- 
sumer leaders, 14 per cent 
“Yes” and 71 per cent, “No.” 

The majority also manifested a 
poor opinion of the sales methods 
of business. The greatest division 
of opinion was registered on 
| query as to the advisability 
greater regulation of business, 47 
per cent of the educators voting 
“Yes” and only 28 per cent, “No.” 
| The remainder were uncertain. 
Among consumer leaders, 39 per 
cent voted for more regulation and 
| 36 per cent for less. The majority 
| also declared that higher quality is 
| preferable to lower prices. 


he 


of 


More Factual Information 


The majority do not believe that 
the public is getting full value in 


quality and quantity at reasonable | 


prices today. To a question on this 


replied “No.” The other side 
espoused by 38 per cent of the edu- 


cators and 36 per cent of the con- 


sumers. 
| 


in favor of more factual information 
on how to buy and use the products 
of business and 
was sentiment that greater under- 
standing and cooperation between 
business and consumers would be 
helpful to both. 


executive | 


Leave “Young America” 
| Louis A. Langreich, 
j}editor, and Frederic Majer, editor 
|in charge of sports and aviation de- 
partments, have resigned from 
Young America, New York. They 
are completing plans for the forma- 
tion of a feature syndicate, with 
headquarters in New York. 


score, 47 per cent of the educators | 
and 43 per cent of the consumers | 


managing 


said | 


| 
| 


} 
| 
| 


| 
| 
| 


| 


| 
| 


was 


An overwhelming majority voted | 


almost as decisive | 


next week. 


Coates Joins Agency 


Wilson Coates, formerly with the 
Judson Radio Program Corporation, 
New York, has joined Hansen-Wil- 
liams, New York, as account ex- 


ecutive. 
ee 


Crosley Advances Bailey 


J. N. (Bill) Bailey, formerly press 
relations director of Stations WLW 
and WSAI, Cincinnati, has been ap- 
pointed editor of the news room of 
the stations. 


q 


STOCK PHOTOS 


Thousands of ready-to-use illustra- 
tions, on all subjects, are available for 
your inspection. Write, wire or phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue e@ Chicago 
Telephone Harrison 3135 

106 West 43rd St. NEW YORK. 
Phone Bryant 9-6682 
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Readership Means Results! 


URING 1938 Apverrisinc Acre has won the championship of the field 
as the best read advertising journal. Its unique and exclusive 
national news service has given advertising executives the information 


they want, presented in the way they want it. 


Thus Apvertisinc Ace has continued its unbroken record of circulation 
gains, showing in 1938 as in previous years increases in net paid over the 
preceding twelve-month period. But more important to its advertisers, it 


has continued to win and hold readers! 


The results which Apvertisinc Ace produces are based on intensive, thor- 
ough readership which recognizes the interest and importance of the 
content of each issue of The National Newspaper of Advertising. Only when 
advertisements are seen and read does the advertiser have a chance to 
register his message in a way which produces results—increased acceptance 


and interest among buyers, direct response to advertising appeals. 


On the following pages are reprinted some typical comments of successful 
advertisers. They reflect the enthusiasm which follows experience in a 
medium powerful enough to produce results, based on readership 
which is active, thorough and responsive. Plan now to contact national 
advertising buying power in 1939 through Apvertisinc Acr, the best read 


advertising journal! 
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‘ADVERTISING AGE 
@ Continues to he the Spearhead 


rar”: 


of Our Campaign” 


Three years ago—in the September 30, 1935 issue—Farm 
Journal, under the direction of its new publisher, dynamic Gra- 
ham Patterson, ran its first advertisement in Advertising Age. 


Since that day the quick-moving, news-creating Farm Journal 


“Since we propose to continue to make news, 80 we propoy 
to continue to use Advertising Age for the purpose of making 


trade press.” 


has told its story to the advertising field in full-page space in 


Advertising Age every other week without a break. 
Publisher Patterson says: 


that news visible to the advertising world. . . . Advertising Ay 
continues to be the spear-head of our campaign in the advertising 


Read Graham Patterson’s remarkable letter carefully. It telj: 
the interesting siory of the rejuvenated Farm Journal, setting , 
new farm paper formula which has attracted readers and adver. 


tisers, and it tells the story of consistent, intelligent and effective 


to the advertising world.” 


announced, 2 
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Reprinted from ADVERTISING AGE, October 17, 1938 


advertising in the one paper best equipped to “make news visible 


Farm Journal has made advertising news in the past three 

years, and Advertising Age has done an outstanding job of getting 

the story of that news over to the men Farm Journal wants to sell. 
The set-up is ideal. 


Are YOU taking full advantage of it’ 


THE SPEARHEAD OF 
FARM JOURNAL PROMOTION 


That Advertising Age is actually the 
spearhead of the successful promotion 
efforts of Farm Journal is amply dem- 


onstrated by this record of Farm Jour- 


nal advertising in the advertising press 


for 1938 through September 12: 


Paper Insertions Pages 
ADVERTISING AGE 18 19 
Paper “B” 5 5 
Paper “C” 3 
Paper “D” 5 5 

Paper “EF” 2 2 


More _ insertions, 


more pages, more 


money spent in ADVERTISING AGE 


thus far this year by Farm Journal than 


in all four other 


publications com- 
bined! 
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Again ... Advertising Age scores as the 
No. | results medium of the advertising 
field by outpulling all other advertising 
trade journals in a test campaign for 
True Story Magazine. 


Circulation is one thing—and effective 
circulation is quite another. You may 
find larger circulation figures in the 
advertising field but you can't find 


more effective circulation! 


Advertising Age is ALIVE! Its all-news 
content, its newspaper speed and effici- 
ency, give it a reader appeal which 
alert, active, responsive advertising and 
merchandising executives can't over- 
look. It's written to be read as soon as 
it comes in, and it is read, eagerly and 
carefully. 


That's why Advertising Age has estab- 
lished a record for producing results that 
is unapproached by any other publica- 
tion in its field. That's why, time after 
time, Advertising Age readers show a 
responsiveness to advertising that far 
exceeds all expectations. 


If you want action for your money, 
Advertising Age is the place to get it. 


Advertising Age 
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A consistent user of ADVERTISING AGE space, 
WFBR has taken full advantage of the unusual 
opportunities which ADVERTISING AGE provides 
for the fractional page advertiser. 


It has told its story interestingly and effectively 


in various sizes of space, one of its most effective 
units being a full column packed with news and 
information, and with plenty of 
dramatic value. 

And WFBR, in common with 
dozens of other radio stations, 
has discovered the unique abil- 
ity of ADVERTISING AGE to get 
a story across to buyers, and to 
produce direct tangible re- 
sults. Says WFBR: 

“We believe that our 
message in ADVERTISING 
AGE has reached the peo- 
ple we want to reach, and 
we consider it the back- 
bone of our campaign 
which has brought us 
direct business in a 
number of cases.” 


Commercial Manager of Radio Station WFBR, Baltimore 


For radio stations, magazines, newspapers, 
farm papers, business papers . . . for paper manu- 
facturers, lithographers, photographers, artists .. . 
for everyone who has goods or services to sell to 
the advertising field, ADVERTISING AGE has dem- 
onstrated its ability to deliver a message to people 
who can buy, and to get specific ACTION. 


Advertiser after advertiser has 

discovered that 
ADVERTISING 
AGE not only 
prints his mes- 
sage, but ac- 
tually delivers it 
to buyers... 
buyers who 
have the means 
and authority to 
ACT. 


If you want 
action from ac- 
tive buyers, 
ADVERTISING 
AGE can get it 
for you. 


During the first eight months of this 
year ADVERTISING AGE continued to 
be the first choice of radio advertis- 
ers, carrying more accounts, more 
lines and more dollars of radio ad- 
vertising than any other general 
advertising paper—50 per cent more 
than the next paper. 


Apvertisinc Acz. 


Baltimore’s live radio station WFBR religiously follows the advice it gives its own custo- 
mers and prospects: advertise consistently. That is why WFBR is represented in every issue of 
Apvertisinc Ace—52 times a year—almost twice as many insertions as it uses in all other general 
advertising papers combined. 

And WFBR’s ex,.erience proves again that the format and makeup of Apvertisinc AGE, 
coupled with the front-to-back reader interest developed by live editorial content, gives every 
advertiser—large and small—the maximum visibility and the maximum action for his money. 

Small size space, used consistently and handled intelligently, can do a real selling job in 
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IN PHOENIX, ARIZONA, one of the nation’s business 
bright spots, the Phoenix Republic and Gazette and Station 
KTAR are selling hard for more and more national adver- 
tisers. The primary reason: a good market and outstanding 
media. A secondary reason: sustained promotion to national 
advertisers and agencies through Advertising Age exclusively. 


“EVER SEE SOME ONE interested in advertising work turn 
the pages of the Satevepost and look only at the advertis- 
ing?”, queries Mr. Knorpp. “We've seen agency men and 
advertisers do the same thing with Advertising Age.” And 
who hasn’t? Advertising Age actually gets read—editorial 
and advertising both—in a hurry. 


GENEROUSLY, President Knorpp splits up the credit: 
“Maybe Bob Hall, national advertising manager (above), 
Arizona Al and our sheets deserve the glory for successfully 
telling about this Gold Spot of America, but they are surely 
willing to take Advertising Age in as a ‘pardner’ in the suc- 
cess,”’ 
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SAYS W. W. KNORPP, president and general manager of 
these properties: “That Advertising Age is so interesting to 
us, as readers of advertising news, is probably our best reason 
for staying so religiously with your publication in our adver- 
tising of the Phoenix Republic and Gazette and KTAR.” Fast, 
accurate, complete news coverage is the answer. 


a 


PULLING IN THEIR HORNS in “dull times” is not the 
philosophy of this live-wire Phoenix crew. “We'd rather have 


our page with Arizona Al greet your great bunch of lookers 
more often, than to curtail the consistent effort we have been 
making,” 
media 


says the promotion-minded head of these progressive 


Bec “| r il a 
[ A m1 ell tt a | 


BROUGHT UNDER one management in 1930, these alert 
media now occupy this brand new home, employing 649 per- 
sons, with annual payroll of $750,000 in 1937. They occupy 
dominant positions in Phoenix and Arizona, a trading area 
cited by Babson, Forbes, and others as outstanding in current 
sales potentialities. 


Reprinted from ADVERTISING AGE, July 25. 
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“THE PAGE SIZE gives a fellow a chance to do something 
with copy, too,” continues Mr. Knorpp. The Advertising Age 
page, 1034” wide by 15” deep, is more than twice as large as 
the “standard” page, and five times as large as pocket size. 
It gives the copywriter and layout man a canvas big enough 
for smashing, dramatic presentations. 


wen? $7 


AND RESULTS BEAR OUT this philosophy. Says Mr. 
Knorpp: “Incidentally, we’re now doing business with a lot 
of people we only used to flirt with, like Albers Bros. Milling 
Company, H. J. Heinz Company, Libby, McNeill & Libby, 
Sperry Flour Co., C. H. B., Armour & Co., Wrigley, The 
Pepsodent Company, and Swift & Co.” 


LIVE, alert and progressive, the Phoenix 

Republic and Gazette and Station KTAR 
have done a remarkable job of gaining at- 
tention and acceptance among national ad- 
vertisers for their market and media. Bob 
Hall, national advertising manager, has made 
Arizona Al a familiar figure in agency and 
advertisers’ offices throughout the land. 


Advertising Age is proud of the fact that 
it has been the exclusive medium for carry- 
ing Arizona Al’s messages to the national 
advertising field . . . and doubly proud that 
in this case, as in so many others, it has dem- 
onstrated its ability to get definite and tangi- 
ble results for advertisers who have a worth- 


while story to tell. 
Age 
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“We have everyday proof that our ‘old fat boy’ who 
appears in most of our advertising is known and 
followed from coast to coast,” says Mr. Free. “For 
this we give high credit to Advertising Age—to your 
large circulation, your favorable make-up, and your 
great reader interest.” 


Free & Peters has developed to its present im- 
portance in the national broadcasting field because it 
performs a needed job well — but it is perhaps 
slightly significant that its rise in the field of radio 
representation has been paralleled by impressive, 
effective advertising to advertisers and agencies— 
advertising which, among advertising papers, has 
been carried exclusively by Advertising Age. 


Free & Peters, in common with scores of other 
organizations in radio, has learned that Advertising 
Age is the first and best bet for promotion of radio 
time and service sales. That’s why the radio field 
spent one and one-half times as much money in 
Advertising Age during the first eight months of 1938 
as in the next general advertising paper. 


If you have goods or services to sell to national 
advertisers and advertising agencies, you can get your 
story across to action-minded buyers through the 
pages of Advertising Age — where advertising is 
actually read and acted upon. 


New York Chicago 


Says James L. Free of Free 
& Peters, Inc., nationally 
known radio representa- 
tives whose organization 
has grown from “‘scratch”’ 
to one of the most im- 
portant in the business in 


the short space of six years. 


OETRoiT 


LOS ANGELES SAN FRANCISCO ATLANTA 


FREE a PETERS 


BADIO STATION QEORESENTATIVES 


Chicego Office: « 180 North Michigen Avenue . Telephone Franklin 6373 


Mire Ge De Crain, Ure, September 13, 1956 
Publisher, 

Advertising Age, 

100 E. Ohio St., 

Chicago, Illinois 


Dear Mr. Crain: 


I am happy to tell you why Free & Peters' advertising appears regularly in Adver- 
tising Age. 


As exclusive national representatives of twenty-five top-flight radio stations 
throughout the country, we have a multiple selling job to do. Basicly, our job 
is to sell time and get renewals from desirable advertisers for these stations. 
We have found the best way to accomplish this is to help advertisers and their 
agencies get results through carefully planned spot broadcasting campaigns on 
our stations. If ve can do that, the sales of time and the renewals take care 
of themselves. This means we are essentially a service organization, and to 
function at top efficiency we must have the confidence of the people we are try- 
ing to serve. 


We maintain six offices fron coast to coast, each office manned, we believe, by. 
the finest and best quelified men and women in the radio husiness. Our fourteen 
senior salesmen wake more than twenty thousand personal contacts annually. We 
know through these personal contacts we have developed over a period of years a 
tremendous amount of good will and confidence for the organization. 


We use Advertising Age because we know that in the course of a year you make many 
times twenty thousand cood will contacts for us at a tiny fraction of the cost 

of maintaining fourteen high priced men in the field. We know that our advertise- 
ments in Age are seen and assinilated by our largest customers - men we are con- 
tacting personally nearly every day - and that they are also seen and noticed by 
people who seldom see us now, but may be our higgest customers in the years to 
COMme. 


We have every day proof that our "old fat boy,” who appears in most of our adver- 
tising, is known and followed from coast to coast. For this we give high credit 
to Advertising Age - to your large ciroulation, your favorable make-up, and your 
great reader-interest. 


‘Yith best wishes. 


Sincerely yours, 


PREE & ma, A ) 
By ime, . — 


resident 


JAMES L. FREE 


President of Free & Peters, Inc., which was estab- 
lished in 1932 “with two men, one stenographer, 
a one window office, and an idea.” Today this 
organization has six offices in metropolitan centers 
across the nation; employs twenty-six people; rep- 
resents 25 major market radio stations; and ac- 
counts for five to ten per cent of the total national 
spot radio business. 


ADVERTISING AGE 


Atlanta San Francisco Los Angeles 
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EVERETT A. HOLMAN 


Mr. Holman and his associates founded 
the Associated Weekly in 1927. This 


constituted the first organization of in- ogrere toa” ™ 
dependent newspapers in the United duny one eats sn 
States for group selling of color ad- ing has o10na) : 
vertising in the magazine and comic tine, 
sections. Under his leadership Asso- ®gin, Dh 

ciated Weekly has grown’ from in- Age, hie Ne ane 

fancy to become a very important Proge: 7 Your es. 
factor to national advertisers in sell- “2d tn... 


ing the far west. 


Dominance Does It! 


“The big page size of Advertising Age has enabled 
us to tell our dominating story of Associated Weekly’s 
coverage on the West Coast in a dominating way,” says 
I. A. Holman, president of this newspaper color group. 

But... dominance means nothing unless it registers 

. on the right people! And the key to Associated 
Weekly’s exclusive use of Advertising Age among 
national advertising trade papers for three years rests in 
the ACTIVE READERSHIP mentioned in Mr. 
Holman’s letter. 

You can use big black type and smashing display 
without using Advertising Age, but what makes Adver- 
tising Age the unique promotional buy—the one that 
actually gets results—is the combination of a big page, 


eR ee: ca ee? a. peer 


Advertising 


Reprinted from ADVERTISING AG O 


ae es 7 eee 2 a6 
Sigg eee Wien, its he 


a 


dramatic format, and an editorial appeal that creates 
active readership among advertising and agency execu- 
tives who buy advertising space and services. 

If you want to sell space, or time, or any product or 
service to national advertisers and their agencies, Ad- 
vertising Age can help you, as it has helped Associated 
Weekly and scores of other advertisers . . . help you to 


get your story across to the men who are able and 
willing to act. 


NEW YORK CHICAGO 
SAN FRANCISCO 


i. 4 
eh 
j 


Presentation of 
the annual 
Sperry Flour 
Company award 
to members of 
Associated 
Weekly for ex- 
cellence of color 
printing. 


tnt Malional emspaper 
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The great success of Domestic Engineering Publications 
is due largely to the fact that their dynamic pub- 
lisher and president, O. T. Carson (shown above), is 
promotiongminded. He has learned by experience 
that advertising can pay a publisher just as well 
as a manufacturer. Promotion is standard policy 
in the development of Domestic Engineering, 
Domestic Engineering Catalog & Directory, 
Automatic Heat and Air Conditioning, Plumb- 


and Heating News and Institutions. 


ee e_e 
Several Inquiit es. 


_ Witheordtt a Salesman 


Business publishers, along with other media and services, 
have put ADVERTISING AGE at the top of their promotion 
lists because it pays. Direct results—in the form of inquiries 
from advertisers and agencies, as well as evidences that the 
sales story has registered with the field—help to make their 
expenditures in the National Newspaper of Advertising truly 
profitable. 

When O. T. Carson, head of Domestic Engineering Publica- 
tions, reports receiving orders as a result of inquiries from AD- 
VERTISING AGE, without a salesman ’s call, he is talking about 
an exceptional type of result. But the usual experience of ad- 
vertisers is that their story ‘gets over’—and that comments of 
buyers of space or service, together with direct inquiries, mean 


that advertising in ADVERTISING AGE is read as rapidly and 


Advertising Ag 


Business, 


6 Call” 


rou 


ght 


as responsively as the live news which fills its pages. 

People don't like to be bored. The publications they read 
must be interesting. Hence the editorial staff of ADVERTISING 
AGE—the largest ever assembled for the purpose of reporting 
the significant news of advertising and merchandising, in all 
lines, all over the country—is working for advertisers as well 
as readers, because their kind of editorial service not only 
informs, but interests and excites. People read ADVERTISING 
AGE on sight—it’s too absorbing to put down. 

No matter whether you publish a newspaper or magazine, 
operate a radio station or outdoor advertising plant, or pro- 
vide agency or production service, ADVERTISING AGE can 
serve you, and serve you well. It covers the market—it’s read 
on receipt—it pays out! 


tHe Aakeonal Henspape 


OF ADVERTISING 


SAN FRANCISCO ATLANTA 


NEW YORK CHICAGO LOS ANGELES 
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New York State to. 
Tie in with 
Promotion on Fair 


Albany, Dec. 22.—Along with an 
expected increase in the 1939 ap- 
propriation for the Bureau of New 
York State Publicity campaign, will 
come changes in promotional em- 
phasis, schedules and media, it was 
reported here today. These shifts 
are due primarily to the New York 
World’s Fair, with the Bureau ex- 
pected to concentrate a major part 
of its efforts on persuading Fair 
visitors to spend more time in the 
state. | 
The present allotment of $162,- 
500 is held insufficient for the 1939 
drive and it is believed that the 
new budget will approach $500,000. 

Gaining the support of cam- 
paigns to be staged by regional as- 
sociations in the state, automobile, 
hotel and other groups, the Bureau 
is also faced with competition from 
other state campaigns. The “Come 
to New England” campaign is cited 
as an example of these. 

Although schedules have not yet 
been formed, the Bureau will prob- 
ably take space in the official 
World’s Fair book which will be 
sold on newsstands throughout the 
country. Space will also be re- 
served in 12 regional booklets and 
in special Fair editions of New 
York newspapers. Newspapers, 
magazines and direct mail will con- 
tinue to be used in other promo- 
tional efforts. Kelly, Nason & 
Winsten is the agency in charge. 


Against Chain Tax 

An attempt to line up the Amer- 
ican Legion of New York County 
against the anti-chain store bill 
which Congressman Wright Pat- 
man plans to introduce at Wash- 
ington, will be made this week 
when a resolution condemning the | 
Patman bill will be offered at a} 
meeting in the Hotel Pennsylvania. | 


Name ASI Show Winners 

Awards of Merit for exhibits best | 
merchandising their products at the | 
recent Automotive Service Indus- | 
tries show in Chicago were given 
the following companies: Perfect 
Circle Company, Thompson Prod- 
ucts, Inc., and Kester Solder Com- 
pany. 


Joins Harve Ferrill 


Robert Reinhardt von Liski has | 
been appointed display designer for 
the convention and itinerant display 
production department of Harve | 
Ferrill & Co., Chicago. He was for- | 
merly with W. L. Stensgaard & As- 


sociates. 


Joins General Mills | 

Red Barber has resigned as sports | 
announcer for WLW and WSAI, | 
Cincinnati, effective Jan 1, to join | 
the sports department of General 
Mills Corporation, Minneapolis. 


Three to Clayden 

Effective Jan. 1, A. E. Clayden, 
Inc., will represent the Fairmont 
West Virginian, Fairmont Times, 
and the Journal, Moundsville, W. | 
Va 


THANKS! 


WEBR thanks its 
advertisers for 
making 1938 
a record year. 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


i ; 2ET 
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Getting Personal 


Two advertisers who tender parties to the space salesmen who 
have sold them something are William G. Mennen, pres., The Mennen 
Co., and John Dobson, a.m., farm products division, The Borden Co. 
Both staged their annual affairs recently, the Mennen party at the 
Newark plant of the company, the Borden gathering at the Wool 
Cam. 5. 

Alfred McCosker, board 
chairman of Mutual network, 
gives a Christmas party for the 
children of his employes each 
year. Speaking of McCosker and 
children, his daughter will be 
married Jan. 26. Arthur H. 
Sulzberger, N. Y. Times pub- 
lisher, will return from his vaca- 
tion early in the new year. His 
trip included visits to Yosemite 
Valley National Park and Los 
Angeles. . . 

The families of two execu- 
tives of American Smelting & 
Refining Company are to be 
united by marriage. The son of 
Charles Earl, v.p., will take to 
wife the daughter of Henry Y. 
Walker, also a v.p. . . Paul West, 
ANA prexy, and Paul Hollister, 
executive v.p. of Macy’s, have 
been inducted as members of 
Alpha Delta Sigma, honorary ad 
frat by the NYU chapter. Edgar 
Kobak, v.p., Lord & Thomas, was 


SALESMEN'S SANTA 


William G. Mennen presides at his an- 


toastmaster, and Dr. Hugh E. nual party for space salesmen who have 
Agnew, chairman of the NYU _ sold him something. This and the other 
marketing dept., the principal photo in this column are from the candid 


camera of Harry Ireland, Macfadden 


speaker at the banquet... Ww ’ 6 
omens roup. 


George C. Zeller, of Cosmo- 
politan’s advertising dept., mar- 
ried Dorothy Duncan, a copy- 
writer for Compton Advertising, on Dec. 22. . . Fred Maguire, ad. 
dir., American Legion Magazine, leaves Dec. 28 for a month on the 
West Coast, during which he will witness the Rose Bowl game 
Jan. 2... 

Malcolm K. Wright, a.m., Baldwin Locomotive Works, is the 

new president of Eastern Industrial Advertisers. . . Richard E. (Dick) 
Berlin, executive v.p., Hearst Magazines, was married last week to 
Muriel (Honey) Johnson, a much publicized society glamor girl once 
reported engaged to Prince David Mdivani.. . 
L. B. Palmer, gen’l mgr. of ANPA, is off on a Christmas cruise 
Latin America. Another holiday vacationer is W. Marshall 
Shepperd, research dir., Midwest Farm 
Papers, who has chosen the Sunny South 
for his sojourn. . . 

Julien J. Proskauer, pres., Wm. C. 
Popper & Co., advertising printers, is re- 
cuperating from a heart attack. Mr. Pros- 
kauer is well known in the advertising 
field, having written promotion booklets 
for Seagram's, Lipton’s, and National Dis- 
tillers. He is a past president of the 
Society of Amateur Magicians, and once 
headed a subsidiary, Stunts, Inc., which 
prestidigitators felt commercialized magic. 
He was cleared of the charge, and is board 
chairman of the Magicians’ Society. . . 

Julius Kessler adapts his hobby to the 
advertising of his company’s distilled prod- 
ucts. He owns a complete collection of 
every copy of Leslie’s Illustrated Weekly, 
from 1856 to 1922, and reproductions of 
engravings of sporting and news events of 
the 70’s and 80’s form the basis for the cur- 
rent Kessler campaign in newspapers. 

John Abbink, pres., Business Publish- 
ers International Corp., sailed Dec. 23 for 
the Pan American Highway Conference at 
Santiago, Chile. One of the five U. S. dele- 
gates, Mr. Abbink will visit Buenos Aires, 
Montevideo, and Rio de Janeiro on his 10- 
weeks’ jaunt, which will combine business with pleaure. . . 

W. H. Eaton, business manager, Henry L. Jones, adv. dir.. and the 
rest of the staff of The American Home held a combined Christmas 
and birthday party Dec. 16. The occasion marked the sixth year of 
the magazine under its present management. . . 

The 1934 Christmas card of Arno B. Reincke. “He could take it.” 
got the lead position in the January issue of Readers’ Digest. The 
president of Reincke-Ellis-Younggreen & Finn will use the proceeds 
to make the card available free to Boy Scout and other organiza- 
tions. . . Elmer DeClerque has for many years made the motion to 
make the election of new officers of the Newspaper Representatives 


to 


DOING WELL 


Sampling the brew served at 
Bill Mennen’'s party is Sid Alex- 
ander, space buyer of H. M. 


Kiesewetter, Mennen agency. 


Association of Chicago unanimous, and he didn’t allow a_ broken 
collar bone to deprive him of the honor this year. . . 
Frank McClure, vice-president of Critchfield & Co., Chicago 


agency, is celebrating his 25th year as president of the Wilmette 
Sunday Fvening Club. . . Clarence W. Hamilton, sales promotion man- 
ager of the Globe-Wernicke Company, proved his promotional genius 
by inducing the Mutual Broadcasting System to air the Christmas 
party of the Advertisers’ Club of Cincinnati Dec. 21. . . 

Harry Noel, of the Des Moines branch of Goodrich Tire & Rubbe: 
Company, saw no particular significance in his name until he married 
a girl who was born on Christmas. . . Joe Delaney was chairman of 
the Christmas party staged by the Advertising Club of New York- 
for old folks only. . 

Henry Haupt, Jack Cornelius and Wayne Tiss, of BBDO, Minne- 
apolis, are back from the West Coast, whither they repaired with 
William Todd, Hormel sales mgr., to open a newspaper and radio 
campaign for Spam. .. Vernon Beatty, of the adv. dept. of Swift & Co., 
Chicago, also had to forsake Chicago for a trip to the Coast. Now 
he is looking ahead with dark forebodings to a Florida jaunt which 
seems to be in the cards for January... 

Mrs. Arthur Kemp’s Christmas gift to her husband, member of 
the Columbia Pacific network sales promotion department, S. F., was 
Murray Arthur Kemp, weighing 8 pounds, 3 ounces. 


Agency Committee 
Rejeds New 
Radio Pay Scale 


(Continued from Page 1) 


on national networks and the rec- 
| ognition of a guild shop. The guild 
|shop requires that non-union en- 
tertainers join the union. Although 
not technically such, this would 
result in a closed shop for broad- 
easting talent, the committee said. 


| Minimum of $185 
The advertising agency commit- 
|tee found that the new wage scale, 
|applied to common program prac- 
tice, would mean a daily wage of 
$37, and for the normal program 
broadcast five times a week, a min- 
imum weekly wage of $185, regard- 
less of how minor a part the actor 
had in the program. This would 
tend to reduce the size of casts and 
|}to drive daytime programs off the 
air, while “discouraging and im- 
pairing the use of broadcasting for 
advertising purposes.” No provi- 
‘sion is made for untested talent and 
| the result would be, the committee 
believes, to close the doors of op- 
/portunity to many talented young- 
|sters. Furthermore, actors found 
incompetent could not be dropped 
during the contract term of a pro- 
gram. 
“In order to examine further the 
practical consequences of the pro- 
| posal in relation to program costs,” 
said the committee, “‘we applied the 
|suggested minimum pay scale for 
j}actors, singers and commercial 
voices to several programs. In the 
actual case of a chorus of 60 voices 
hired at a cost of $12,000 for a ser- 
ies of programs—a cost established 
by fair negotiation in the competi- 
|tive market existing among spon- 
| sors—the proposed wage would in- 
'crease the cost to $48,000, or 400 
| per cent. 


creased in cost 42 per cent. Instill 
another instance, three actors are 
employed on a dramatized com- 
mercial program at a pay rate of 
$20 each for 15 minutes. The pro- 
gram is broadcast five times a 


ent $300 a week, 
| broadcast. 

“Under 
schedule, 


the proposed 


| posed 


“Another program now costing roles. = 
$1,100 a week for acting talent that | single day, is even more prohibi- 
is happily employed would be in- 


weekly for 12% hours’ work. The 
broadcast 


artist would get more 
than four and a half times the the- 
atrical minimum notwithstanding 


that the theater requires talent pos- 
sessing visual dramatic ability as 
well as vocal appeal. Moreover, 
the theatrical actor is practically 
always confined to one production, 
whereas the radio artist may ap- 
pear, and some do, in a number of 
different weekly serial broadcasts.” 

The committee explained how it 
reached its figure of $185 weekly 
for actors on normal broadcasts. 

“The proposed scale provides a 
minimum wage of $15 for any actor 
who appears on a 15-minute spon- 
sored network program, plus $10 
for the rebroadcast of the program 
and $6 for an hour of required re- 
hearsal time,” it pointed out. 

**Many 15-minute commercial 
programs are rebroadcast to a dif- 
ferent section of the country on 
the day of the original broadcast 
and many of them require two 
hours for rehearsal. Thus the pro- 
scale, applied to common 
program practice, would mean a 
minimum daily wage of $37, and 
for the normal program broadcast 
five times a week, a minimum 
weekly wage of $185, regardless of 
how minor a part the actor played 
in the program. 

“At present the average pay is 
about $25 per program for the 
actors who are cast in leading roles 
fon a 15-minute program, with no 
|extra pay for rehearsal. When the 
| program is rebroadcast the pay for 
| the second appearance is less, and 
loften the original fee covers both 
ithe initial program aad the re- 
|broadeast. If additional shows are 
| broadcast during the week, the pay 
|per single broadcast often de- 
creases. 


How Scale Would Work 


“AFRA’s proposal consequently 
would increase the pay for appear- 
‘ance on a 15-minute commercial 
network program from an average 
of around $25 for the top roles to 
a minimum of $37 for the average 
The new scale, high for the 


|tive when it is applied to a series 
|of programs in the same _ week, 
since as compared with an average 
fee which now varies from $75 to 
$125 per week for leading roles, 
the proposed scale would provide 
a minimum of $185 even for minor 


week, making the total cost for tal- roles. 
including the re- | 


“To establish what in its practical 
effect would be a minimum wage 


minimum | of $185 weekly for appearance on 
the cost with one hour|the normal 15-minute network pro- 
rehearsal for each show would be| gram, with a higher minimum for 


$31 instead of $20 daily for each |the half-hour and hour programs, 


‘actor, or $465 for the program 


would be unfair to the radio artists 


| weekly, a difference of $165 weekly | themselves, because it would tend 


or $8,500 a year. 


These are in-_ to reduce the size of the cast em- 


|stances taken at random and may | ployed for a program, and thereby 
be regarded as average rather than | lessen rather than improve the op- 


unusual. 


| portunity for the lesser performers 


| “Pay for broadcasting is properly |—the rank and file—whose inter- 


subject to comparison 


|scale in the legitimate 


with 


theater, | protect. 
| where a minimum of $40 a week is daytime programs off the air. 


the |ests AFRA so especially desires to 


It would tend to drive 


It 


in effect for 18 hours work weekly | would tend on the whole to dis- 


|for actors. Yet on daytime five-a- 
week shows, AFRA’s proposal for 


| broadcasting is a minimum of $185 | poses. 


i 


courage and 
| broadcasting 


” 


impair the use of 
for advertising pur- 


OO 


Advertising Men's Florida Headquarters 


owe oe 


DANIA BEACH HOTEL 


DANIA, FLORIDA 


19 MILES NORTH ONL ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
®LARGE OUTSIDE ROOMS 
| AAA @LOW RATES ALWAYS 
6 OPEN ALL YEAR 
—_——— ®NEAR HES 
SEND FOR BOOKLETS AND RATES eEXCELLENT CUISINE 
; 25 MINUTES FROM MIAMI BEACH 
> k x “ e2 ¥ g . & 
« sa) ‘ 5 Dt neat Ps ay ye .¢ ae ¥ 


Po ee Pl 23 
SL ES SR A A TT I = 
me 
gy: 
x 
od 
4 z 5 
% 
. eS 4 
Es 
a ‘ 
J 
ee 5 
a es 
ee ee - . | : 
| : a 
| | ee 4 
Pe | yi ay Nie, cilia aaa MRR en. 
‘ ; * 
| a 
| — * . 4 4 
+. ae bo Ll Gt P 
agit il daw a aS y : x. 7 “ ; 
| Mens aa -- poet il 4 
* wt ieee - , , 
| r a 4 de: a ; ond | : ‘i | . ) 
er a, pee. wee Rai i 
A\\ | 4 9-62 a 7 : Fy PS! ~ > . - . ae a 
IN \ | As lat AO FOS ~— 3 
BALTIMORE)} | | 
ITS Wy ee 
| 7 
cS ——— | 
_ =—=Ep eee t 
C22 LL2 3 NETWORK § | 
= _ 
. es : oy" 1 dag gaye ee 4 eo r patonighd 4) ‘ ae ? : . D. ie 
P 2 an) ee ‘ Ss ‘ e Z , Re %. te * - 
aah oe h 
3 6 ae , . a 


ADVERTISING AGE 


Advertising of 
Drug Firm to 
Be Continued 


(Continued from Page 1) 


Representative Wright} 
Patman’s name with McKesson & 
Robbins in the public prints, fol- 
lowing the revelation of an $18,000,- 


linking of 


000 shortage in the drug company’s | 


assets. 
This is the viewpoint of 
merchandising experts 


many | 


to the Robinson-Patman act 
to the Patman chain “death sen- 
tence”’ bill, of the alleged tie-up be- 
tween the Texas Congressman and 
the drug company and the latter’s 
aggressiveness in fostering legisla- 
tion. 

That it is shared in some measure 
by the National Association of Re- 
tail Druggists, Chicago, was indi- 
cated by a statement from that or- 
ganization that it is prepared to 
place all of its resources behind the 
anti-chain measure to be introduced 
in Congress in January. The an- 
nouncement followed a meeting of 
the NARD executive committee in 
Chicago from Monday to Thursday 
of last week, during which McKes- 
son & Robbins affairs became a na- 
tional sensation 

Many of the newspaper 
relating the alleged payment of 
$4,800 to Congressman Patman by 
McKesson & Robbins attributed the 
honorarium to his speeches in be- 
half of the Miller-Tydings price 
maintenance bill. Though Patman 
was quoted by newspapers this week 
as saying that he worked for a lec- 
ture bureau and no one manufac- 
turer, a two-page advertisement in 
Drug Topics of Nov. 23, 1936, said 
that he made 18 addresses for the 
drug company following passage of 
the Robinson-Patman bill. The ad- 
vertisement, signed by McKesson & 
Robbins, carried a banner head 
which would have done credit to 
the most sensational newspaper: 
“Patman wins ovation as 1, 
cheering druggists hear his plea for 
cooperation.” 

The advertisement continued: 

“To consolidate the sentiment of 
the retailers, manufacturers and 
business men gencrally behind the 
Robinson-Patman Law ffor’_ the 
elimination of discrimination be- 
tween customers and the establish- 
ment of fair play in business, Con- 
gressman Wright Patman, of Texas, 
author of the law, opened at the 
Palmer House. Chicago, Monday 
last, a series of 18 addresses to be 
delivered in major cities from coast 
to coast in the next 30 days, under 
the sponsorship of McKesson & 
Robbins, Inc.” 


stories 


After listing those present, the 
advertisement quoted Patman as 
follows: 


“In the 
vember 5, 
the courageous announcement of | 
McKesson & Robbins to the effect 


NARD Journal for 


Our Buying Family Is 


Yi, Mate off 


r than the U.S. average 


* Measured in terms of cash farm income 
for the first six months of 1938 (the latest 
Government compilation) the Oklahoma- 
Texas area is up nearly 10". from a year 
ago. Talk to this family through The 
Farmer-Stockman with its 237,000 circula- 


tion. 


Ji: FARMER 


be Ag 


a pe pe 


POINT- OF-SALE AID FOR TIRES 


here who |* 
weighed the possible consequences | ‘ 
and | 
the Miller-Tydings law, as well as | 


No- | 
1936, I read with interest | 


11937 


| 


four pieces, 


Sei 


% MAN An ER 


ae ther £o 


; i oil toe had 


FORWAR! 
REVERSE 


Mansfield Tire & Rubber Company is offering its dealers this four color display in 
point-of-sale promotion for Mansfield Mudders and Century tires. 
it is mailed to dealers in tubes. 


Produced in 
Copifyer Lithograph Corporation 


made the display available for these tires as well as the Mansfield regular line, 


that higher discounts and fair profits 
|would be given to all of their cus- 
omers under the Robinson-Patman 
CD ae 
“This announcement also pleases 
{me because McKesson & Robbins 
‘supported the Robinson-Patman 
law. They helped to cause its en- 
actment; they worked shoulder to 
'shoulder with the leaders of the re- 
tail drug industry in sponsoring this 
legislation; and I am sincerely con- 


vinced that this organization helped | 


‘o pass the law and is now sincerely | 
trying to observe it. 
the part of this large manufacturer, 
who has so ably assisted them in 


heir fight for equal rights, should | 
1ave the support of retail drug- 
gists.” 


Help by Legislation 


If some newspapers were incor- 
rect in attributing the alleged Mc- 


Kesson & Robbins payments to Pat- | 
his work in behalf of the | 


man for 
price maintenance law, 
theless true that the big drug com- 
pany has worked unceasingly for 
\legislation which would help the re- 
| tail druggists with which its own 
linterests have been largely identi- 
ified. Except for Calox and one or 
two other widely advertised prod- | 
|ucts, which are sold by chain stores, 
‘McKesson & Robbins distribution is 
almost exclusively through  inde- 
j}pendent drug stores. 

| Others have been equally enthu- 
jsiastic in behalf of laws which 
would help independents, but the 


it is never- 


likely, in the opinion of many, 
stamp all such recent legislation 
with a stigma which may ultimately 
result in its repeal. Certainly, such 
reasoners say, the chains are not 
likely to overlook the ammunition 
placed in their hands in their battle 
against passage of the new Patman 
bill. 

According to a chain spokesman 
here, McKesson & Robbins has ac- 
counted for 30 per cent of the coun- 
try’s wholesale drug business 


Big Budget at Stake 


| Although McKesson & Robbins 
|promotion has been at a low ebb in 
recent months, the company has 
j been a consistently heavy advertiser 
jin the past. The records show that 
| | spent $1,374,192 in newspapers in 
and $314,510 in 
|Radio expenditures were 
$100,000. No figures are available 
to show how 1938 will compare 
with last year in total expenditures 
The McKesson & Robbins account 
was taken over by Bowman & Co- 
lumbia about July 1. Previous to 
hat time it had been divided among 
jfive agencies, Gardner Advertising 
Company and White-Lowell Com- 
pany, New York, handling the 
liquor ae and Brown & 
Tarcher, New York, H. W. Kastor & 
and Bisberne Advertising 
Company, Chicago, handling the 
i\drug products 
Early this yea 


magazines 


ONS, 


most of the Mc- 


}Kesson & Robbins advertising was 
le-ontined to newspapers, with maga- 
ne space used only sporadically. 
present Martin’s VVO Scotch 
jw Whisky being advertised in 102 | 
papers in 98 cities but other 
lliquor promotion is largely local 


For di 
tion 1 


ug products, current promo- 
confined to radio, with a 15 


This policy on | 


changing the name on a portion of the print run. 


|minute, five-times-a-week morning 
|broadcast over a limited network. 
For the time being, advertising is 
on a week-to-week basis, since all 
expenditures must be approved by 
the trustee, under whose supervi- 
sion the company is operating. Ne- 
cessity of obtaining trustee approval 
is also delaying plans which are 
said to have been completed for a 
resumption of advertising on Hunter 
|Baltimore rye whisky, and for an 
‘xtensive magazine and newspa- 
|per drive for the drug products. 
McKesson & Robbins figured fre- 
|quently in news stories published 
i'by ADVERTISING AGE during 1938. 


One of the most interesting of | # 
| these, in the light of recent develop- | 
iments, was printed by ADVERTISING | 


| AGE under a March 31 dateline. It 
‘concerned the company’s annual re- 

|port, containing, among other tid- 

lings, 18 color pages, “faithfully de- 

|picting the entire McKesson line of 

drug products.” 

| This narrative 


» said that the 54- | 


|page volume was printed in de luxe 
fashion hitherto confined to a few 
jleading magazines, and it continued: 


Previous Stories Recalled 


“F. Donald 
|; McKesson & Robbins, 
in his report to the number of 
copies of the book issued. 
plains that the company has 11,345 
preferred and 13,501 common stock- 
|holders, so that some 25,000 persons 
of considerable buying power and 


Coster, president of 


gives a clue 


McKesson & Robbins scandal seems|more than a casual interest in the 
4 . 
to| company’s welfare are 


given an op- 
portunity to see, in their natural 
‘colors, the products in which their 
stock gives them a peculiar interest. 
| “Consolidated net earnings for 
1/1937 amounted to $3,667,324, com- 
}pared with $3,286,614 in 1936. Net 
| sales for 1937 aggregated $174,572,- 
}229, a handsome gain over the 
|$153,119,474 of the 
|The net profit showing is not only 
|the best in recent years, but it is 
| less than $400,000 below that of 
/1929, when $4,014,408 was realized. 

“Sales in 


1937 were divided as 
follows: Wholesale drug. sales, 
$106,333,977; wine and liquor sales, 


|$44,714,907; manufacturing, import 


land export sales, $28,417,575, less 
| elimination of $4,894,231 for inter- 
| company sales. 

“Mr. Coster explained that 


less than | $1,651,655 was spent in general ad- 
| vertising 


and sales 
1937 to increase the 


promotion in 


sales of some 


of McKesson & Robbins’ established 


irug and liquor products. 
products chosen for development 
through advertising were Calox 
tooth powder, McKesson Vitamin 
Products, Albolene Solid, a cleans- 
ing cream, Pursang, a tonic, Yodora, 
a deodorant, Ibath, an eye wash, 
Analax, a laxative, Calox antisep- 
tic, and McKesson milk of magne- 
sia, in addition to a number of 


The drug 


whisky brands 
**Calox tooth powder, which has 
been growing in volume for many 


‘ream for the care of the skin, and 
bath, for relief of sore and irritated 
‘yes, made substantial gains, and 
Yodora, a scientifically compounded 
ieodorant cream, is continuing its 
ipward trend in volume.” 


He ex- | 


preceding year. | 


years, in 1937 far outstripped any 
previous record,’ said he. ‘Albolene 
Solid, a hospital proved cleansing 
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follows: 
“Representatives Wanted,” 
30 cents a line, minimum charge $1. 


The rates for this department are as 


“Help Wanted,” “Positions Wanted,” 
“Representatives Available,” Tern 
cash with order. 

All other classifications (single insertion rates): % Iin., $2.75; 1 to 3 in, 
$4.75 per inch. Write for descriptive folder describing discounts for tern 
insertions. 


ang 


— 
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POSITIONS WANTED 


Young woman; 30 years ‘old, exec. 
ability. College and secretarial train-| (ine xpe nsive) add zip and 
ing. Would like to do publicity and| text for smail ads., circulars, letters 
sales promotion for small well estab-| announcements, house organ blot 
lished firm. Successful experience in| ters, ete. Send your address. Har. 
contact and sales work. per’s, 283-f E. Spring St., Columbys 


eTve + 


Box 1601, ADVE RTISING AGE, Chyeo.| Ohio. ; 
ees HEL Po WANTED “MISC E LLANEOL < 
eae | y ' 
ADV ERTISING or PRINTING SALES-| SEW WAY TO SAVE MONEY: — 


MAN to sell ARELS & EMBOSSE'D Even tho your budget is extreme 


SEALS as jae line, ¢ ‘ommissions | limited, spend it effectively.  Utilig, 
every week. Old Established Com-| this newest process which does away 
pany. K. C. S. Co., 606 K. Clybourn with expensive typesetting and cyt, 


St. Milwaukee, Wis. Perfect process for all sorts of pic 


|terial advertising, liters yo Sales 
~~ REPRESENTATIVE w ANT ED - | letters, price lists, catalogs booklets 
EASTERN REPRESENTATIVE FIR! PUlletins, broadsides, ete., et 


able to handle five additional gweneral) Short runs no pe nalty 
and business publications Present Any size can be furnished 
representative to be added to your| 500 COPIES (8%"x11") $2.63 
staff at moderate salary. Add : 
rx , ‘kw Ny) itional hundred copies only 
Box 1. 95, ADVE RTISING AGE, N. y Even lower prices to quantity buyers 
“REPRESE NTATIVE AVAILABLE Send for free informative book 


| Laurel Process, 480 Canal St., VN. Y. ¢, 


CONN. AND NEARBY WN. ¥. STATE, ; Fs mye pee: 
Experienced advertising salesman,| Just phone W ALKER 5-0527, if yoy 
with car available; traveling ex-] are in New York City and Metropolj. 


against commission tan Area A trained 
ADVERTISING AGH, N. Y.| will give you complete 


representative 


penses details 


Box 1596, 


Wolff President 
of Industrial Club 


“David A. Wolff, Edwin L. Wie. 
gand Company, was elected presi- 
dent of the Industrial Advertising 
Council of Pittsburgh at the annua) 
meeting. E. E. Kellenberger, Union 
Switch & Signal Company, is vice- 
|president, and Elliott G. Johnson 
‘Homestead Valve Mfg. Company, 
secretary-treasurer. 

D. Clinton Grove, Blaw-Knox 
Company was elected a_ director 


O’Mahoney Group 
Not Interested’ 
in Advertising 


(Continued from Page 1) 


tising as a possible subject of inves- 
jtigation and that Mr. Arnold’ 

declaration in no sense photic Be 
lthe viewpoint of other committee 


|! members. 

representing active members, asso- 
Individual Views Differ ciate members electing W. J. Fitz- 
committee | Zerald, The Iron Age, and Carl F 
Johnston, Johnston & Johnston. 


Sources close to the 
confirmed the fact that advertising 


_}is not at present considered within | Po . 
‘the TNEC scope, but it was als End KTHS Litigation 


also 
| pointed out that individual commit-| Examiner George Hill of the Fed- 
|'tee members possess an advertising poe po coggpeen ot ee 
. . . i Ss i ree ‘an o a! 
philosophy which does not, in many | #5 @8reed to recommend forma 
levthcsindien Gilien wane widele Grams dismissal of all proceedings regard- 
Low icu ars, mer very widely fror ing Station KTHS, Hot Spring 
Mr. Arnold's viewpoint. One com- | Ark, The controversy involved 
mittee member, for example, this) efforts of Radio Enterprises, Inc., t 
|week explained that advertising in | purchase the station from the Hot 
itself is fully appreciated as a vital | Springs Chamber of Commerce. Col 
j}economic force, but he hastened to | H. T. Barton, of Radio oon 
add that its function should be to|@S agreed to drop efforts towar 
“eg eee the purchase. 

| stimulate increased total consump- 
tion of a given product. No eco- 
| nomic gain is realized, he said, when 


Two Appoint Brown 


|advertising simply diverts sales _ Brown Adv ertising Agency, New 
|from one manufacturer to another, bas — eS ae — 
| wari + increase tal con- @dvertising for Trave ssociates 
bene as net increase in total con inc. New York. and the Mar Vim 
wwe * ' Hotel, Jamaica, B. W. I. William E 
It is this philosophy, many be- Fichhor n is the account executive 
lieve here, that may later make sessilis 
itself felt in some of the TNEC “- | Donohoe to “New Yorker” 
venes. Herbert J. Donohoe, formerly ad- 
It was also learned here this week vertising manager of Stage magi 
that members of the TNEC expect | zine, New York, will join The Neu 
to take up in great detail the whole | Yorker Jan. 1 as assistant to Donald 
problem of fair trade legislation, in-|Lawder, automotive advertising 


cluding the 
anti-chain 


Miller-Tydings act, and 
taxes One committee 


this |Joins Gates Rubber 


manager 


member stated unequivocally 
week that such laws are “bad Ben Weinbach has joined Gate: 
Washington observers believe that ‘Rubber Company, Denver, as 2° 


the proposed Patman bill has only 
the remotest chance of being placed 
on the statute 


sistant advertising manager. He has 
been with Commercial Letter, Inc 
books St. Louis 


Start Research Bureau 


Massachusetts Bureau of Research 


Plan Candy Show 


The 1939 Chicago Candy Show|has been started at 136 Federal 
will be held the week of Aug. 28]|street, Boston. Julian Raymond } 
it the Sherman Hotel | director 


— if you are looking for new slants to put more pep into sales—if you want 
to know how otheis are keeping salesmen on their toes—how they are 
making sales letters pull—how they are cutting down selling costs 


DARTNELL CAN HELP YOU—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 
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Townsends Cast 
Their Lot with 
Calkins & Holden 


(Continued from Page 1) 
though brief, advertising careers of 
the two “country boys.” It was 
created only last October, with 
membership limited to 100, to con- 
sist of not more than 20 agencies 
and not more than 80 advertisers. 
For a fee of $10,000, the Institute 
offered training in copy evaluation 
to two men in any member organi- 
zation, while for 
a yearly payment 
of $5,000, all re- 
sults of Institute 
research were to 
be made avail- 
able. 

Decision to ad- 
mit no new mem- 
bers after Jan. 15 
will change the 
Institute’s per- 
spective. No indi- 
cation of the 
number of mem- 
bers of the or- 
ganization has been made available, 
though some have been identified. 
The list includes in part such ad- 
vertisers as Bristol-Myers Com- 
pany, Gillette Safety Razor Com- 
pany, Andrew Jergens Company, 
Quaker Oats Company and Wil- 
liam Wrigley, Jr. Company. 
Among agency members are Calkins 
& Holden, New York; Carr Liggett, 
Inc., Cleveland; Flack Advertising 
Agency, Syracuse; Oakleigh R. 
French & Associates, St. Louis; 
Griswold-Eshleman Company, 
Cleveland; Hoffman & York, Mil- 


A. E. Haase 


waukee, and Hugo Wagenseil & 
Associates, Dayton. 
\t least seven other agencies are 


either members of the Institute or 
have been trained in application of 
the 27 basic selling elements, as 
Townsend & Townsend announced 
last July that “14 capable, recog- 
nized and reliable agencies of the 
United States and Canada” were 
utilizing the Townsend system. 


Haase’s Long Experience 


lyr. Haase, new president-elect 
the Townsend Advertising Re- 
Institute, was for several 
years managing director of the As- 
sociation of National Advertisers. 
Before joining the ANA, he was 
managing editor of Printers’ Ink. 
Both Mr. Haase and Dr. Reilly 
joined Townsend & Townsend in 
March. 
commenting upon his new 
W. S. Townsend said that he 
has long felt that the Townsend 
method is primarily an agency tool 
and that in becoming actively iden- 
tified with the agency business, he 
and his brother are realizing an 
ambition of many years’ standing. 
When A. D. Lasker, president of 
Lord & Thomas, returned from a 
trip around the world last June, he 
ran into a controversy between his 


search 


plans, 


The 
“FROZEN FOODS 
INDUSTRY” Article 


published in 


ie of 


the November 
Packaging Parade 
brought tremendous response 
Reader 
dramatically 


‘rom reader: Such 


Eagerness 
that 


proves advertising in 


Packaging Parade is produc- 
ve. Send for Rate Card. 


PACKAGING 


mA RADE 


* 


— HAYWOOD PUBLISHING 
COMPANY. CHICAGO 
Sas a ni 


agency and Quaker Oats Company, 
for whom Lord & Thomas had func- 
tioned for 30 years, which revolved 
around the application of Townsend 
evaluation methods to copy turned 
out by the agency. 

Declaring that no agency could 
successfully function under a “me- 
chanical” system of writing copy, 
Mr. Lasker elected to resign the big 
cereal account, rather than to sub- 
mit copy to the Townsend and 
Townsend stethoscope. The Lord & 
Thomas-Quaker Oats break-up, an- 
nounced in the June 6, 1938, issue 
of ADVERTISING AGE, precipitated a 
storm in the advertising field of 
greater proportions than any other 
development in recent years. 


Fourteen Months Old 


Prior to this, only a few observ- 
ant advertising men had noted the 
arrival of Townsend and Townsend 
im advertising. An unobtrusive page 
advertisement appeared in the trade 
press in October, 1937, purporting 
to tell ‘“‘Why an advertisement suc- 
ceeds or fails.” This copy aroused 
no special interest, but the Lord 
& Thomas-Quaker Oats storm let 
it be known to the advertising frat- 
ernity that the Townsend plan of 27 
points was soinething to be reck- 
oned with in dead earnest. 

Since that date the advertising 
press has been filled with the pros 
and cons of the Townsend innova- 
tion. The general tenor of the pro- 
fessonal plaint is, “It can’t be so.” 
The agencies which have been 
spending millions of dollars annu- 
ally for white space in which to 
present the merits of their clients’ 
products argue that no mere check 
list can prove an adequate substi- 
tute for experience and creative 
skill. The Townsends reply by 
pointing to a list of satisfied clients 
who pay handsome fees for the 
Townsend 27 points and ability in 
applying it to the specific product 
to be advertised. 


Perfume Diluted 
Here Not Imported, 
Court Declares 


New York, Dec. 20.— Imported 
perfumes, to the casual consumer, 
are perfumes which are imported 
in their entirety, and perfumes 
whose base is imported and then 
mixed with alcohol in this country 
cannot be sold as “imported,” the 
Second Circuit Court of Appeals 
ruled last week in upholding a 
cease and desist order entered by 
the Federal Trade Commission 
against Fioret Sales Company, Inc. 

The FTC found that Fioret im- 
ported perfume concentrates from 
France, which it subsequently di- 
luted with domestic alcohol, and 
the court maintained that the use 
of this domestic alcohol, and the 
fact that the concentrates accounted 
for only about 5 per cent of the 
product as sold in this country, con- 
stituted unfair competition. 

The court also held that use of a 
label in French added to the decep- 
tion, even though this label was 
completed with the English phrase, 
“Bottled in U. S. A.” The French 
portion of the label, translated, de- 
clared that the contents of the bot- 
tle were made by Fioret of Paris 
“and are the exclusive property of 
Fioret, Inc. for the United States 
of America where they are com- 
pleted.” 


DeLiso Debs to Agency 


Grant & Wadsworth and Casmir, 
New York, has been appointed to 
direct advertising for DeLiso Debs, 
a new brand of women’s shoes 
manufactured by the Samuels Shoe 
Comoany, St. Louis. 


Koken to Broeder 


Koken Companies, Inc., St. Louis, 
manufacturer of barber and beauty 
supplies, has placed its advertising 
account with Clifford F. Broeder 
Agency, St. Louis. Magazines and 
direct mail will be used. 


Agency for Cando 


Cando Corporation, Cambridge, 
Mass., manufacturer of Cando silver 
and metal polishes, has placed its 
advertising account with Bennett & 


Snow, Boston. 


STATUES TO WORK FOR SUPPORT-"U" 


* 


- 


eo Oa 


ar, 


j 


COMPLETELY o FVmgD ARS POUCH 


Since clothing departments, principal distributors of the Support-""U", object to 

cheap point-of-sale helps, the Little Corporal Company, Chicago, will shortly 

start distribution of these 15-inch plaster of paris figures to provoke inquiries from 
store visitors and demonstrate the results of using the product. 


Pittsburgh Paper | 
Suspended for | 
CCA Infraction 


New York, Dec. 21.—Suspension 
of Metal Cleaning and Finishing, 
Pittsburgh, from membership in the | 
Controlled Circulation Audit was) 
announced today by the CCA board 
of directors. The action is a sequel | 
to charges by the publication con- 
cerning CCA procedure in its initial 
audit of the circulation of Products 
Finishing, Cincinnati, and counter 
charges filed against the Pittsburgh 
publication by Products Finishing. 

Final adjudication of the matter 
took place at a meeting Dec. 9, but 
it was not made public until today, 
when notice was transmitted to all 
CCA members. The official report 
said: 

“The charges made against CCA 
procedure by Metal Cleaning and 
Finishing consisted of three claims 
in connection with the initial audit 
for Products Finishing: 

“First, that an exception had been 
made in the case of Products Fin- 
ishing permitting them to take out 
their post office permit in the name 
of their printer rather than in the 
name of the publication. The com- 
mittee appointed to investigate 
found that at the time the initial 
audit for Products Finishing was 
made, in March, 1937, the CCA did 
not require that post office permits 
be taken out in the name of the 
publication. It was not until June 
25, 1937, that the board of directors 
passed a resolution making it man- 
datory that all member publications 
take out post office permits in their 
own name. 


Cincinnati Paper Cleared 


“Secondly, certain claims were 
made questioning the methods used 
by the Carroll Press. The commit- 


tee found that these did not come 
within the jurisdiction of the CCA. 

“The third charge was that the 
initial audit for Products Finishing, 
covering a six months period, had 


' been released when five issues were 


in the mail; that is, before the sixth 
issue was mailed. The facts dis- 
closed by the committee are as fol- 
lows: The initial audit in question 
was notarized on Feb. 26, 1937, in 
Cincinnati. This audit covered the 
first five issues for the initial audit 
period, plus the addressed envelopes 
for the sixth issue. The audit was 
notarized Feb. 26 to prove the audi- 
tor’s presence in Cincinnati but it 
was not released until March 27, 
1937, after a complete audit had 
been made of all records pertaining 
to the sixth issue.” 

The charges against Metal Clean- 
ing and Finishing, which formed the 
basis for suspension, involved viola- 
tion of CCA by-laws through un- 
authorized publication of corre- 
spondence; reproduction of CCA 
audit figures for a competitive pub- 
lication, and broadcasting of detri- 
mental statements. The committee 
of investigation consisted of Joseph 
Vessey, Kenyon & Eckhardt; L. C. 
Fletcher, Electrical Manufacturing, 
and William A. Wolff, Western Elec- 
tric Company, New York. 

While the CCA was releasing its 
notice of suspension, Metal Cleaning 
and Finishing also circulated the 
notice to advertisers, re-asserting its 
previous charges against the CCA, 
and claiming that the statement of 
the CCA investigating committee 
did not satisfactorily answer these 
charges. 


Plan 1939 Campaign 

Berkshire Hills Conference, Inc., 
Pittsfield, Mass., has asked the 
Berkshire County Commissioners 
for $8,000 to advertise the recrea- 
tional advantages of the area in 
1939. Newspapers, magazines, post- 
ers and booklets will be used. 


. oh ” 


Joint Radio 
Drive to Center 


on Retailers 


Washington, D. C., Dec. 22.—The 
proposed joint promotion drive 
under consideration by the National 
Association of Broadcasters and the 
Radio Manufacturers Association, 
will, if it eomes to fruition, involve 
no spectacular advertising splurge 
in any medium, but will probably 
be expressed in terms of a long- 
term educational project centering 
chiefly on radio dealers, it was 
learned here today. 

Both broadcasters and set manu- 
facturers agree that dealer mer- 
chandising has been a weak link in 
the relationship between the radio 
industry and the public. Dealers 
have devoted too much effort to 
selling a piece of equipment or fur- 
niture, it is pointed out, instead of 
merchandising the industry’s most 
appealing commodity — unmatched 
entertainment. 

It was also definitely established 
here today that reports current in 
advertising circles to the effect that 
the Joint Committee on Radio Re- 
search will pass out of existence the 
first of the year, are without founda- 
tion. The National Association of 
Broadcasters, at its recent board 
meeting, agreed to appropriate its 
share of the committee’s expense for 
1939. The broadcasters have, since 
the inception of the committee sev- 
eral years ago, borne the chief over- 
head load. Representatives of the 
Association of National Advertisers 
and the American Association of 
Advertising Agencies make up the 
remainder of the Joint Committee 


Classified Admen to Meet 

A regional meeting of classified 
advertising managers will be held 
at Albany, Jan. 9-10. The prin- 
cipal topics to be discussed will be 
modern management, new business 
building ideas, practical promotion 
and merchandising, and rates and 
collections. Frank L. York, busi- 
ness manager of the Record News- 
papers, Troy, will be guest speaker. 


Perry Joins Viking 

Arthur J. Perry has joined Vik- 
ing Radio Productions, New York, 
as vice-president in charge of pro- 
duction. He was formerly with Na- 
tional Broadcasting Company and 
the radio staff of McCann-Erickson, 
New York, from which he recently 
resigned. 


Sperry, Dexter Shifted 


Donald D. Sperry has been ap- 
pointed Western advertising man- 
ager, and Robert W. Dexter has 
been named associate Western man- 
ager of The American Home. Both 
will continue to operate from the 
Chicago office. 


To Represent Fair Issue 


Lester Cornelius, New York rep- 
resentative for L’Illustration, Paris, 
France, has been appointed adver- 
tising representative for the New 
York World’s Fair special issue of 
the magazine. 


v 


John J. Gillin, Jr., Mgr. 
Representatives—John Blair Co 


Owned and Operated b 
Woodmen of the Wor 


the 
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ADVERTISING ACE 


December 26, 193 


WINS AWARD OF MERIT 


John 
Libbey-Owens-Ford Glass Company, con- 
es aratulates G. P. MacNichol, Jr., vice- 
— president in charge of sales, as the com- 
7% pany is awarded the National Glass Dis- 
tributors Association trophy for outstand- 

ing industrial achievement. 


D. Biggers (right), president of 


| Survey Records 
- Juveniles’ 
Favorite Brands 


New York, Dec. 21.—Children | 
are brand conscious, like their 
elders, with definite preferences | 


reflecting positive reaction to food 
and drug advertising, according to 
.: a study of juvenile shopping habits 
just completed by True Story. 

: On the theory that youngsters 
sais are frequently sent to the corner 
grocery or drug store, to shop for 
mother, a series of questions was 
sent to children between the ages 
of 5 and 12, through the “National 
Whatsit,’ children’s contest news- 
paper which appears in True Story. 
Questions asked were of this type: 


box of cleanser for the sink, what 
kind would you buy?” “What kind 
of tooth paste or powder do you 
buy for your mother?” and “What 
kind of soap do you use?” 

Replies from 4,322 youngsters 
showed the following preferences: 

Cleansers—Bab-O, 22.3 per cent; 
Old Dutch, 21.3 per cent; Bon Ami, 
15 per cent; Babbitt’s, 11.2 per 
cent; Kirkman’s, 10 per cent. 

Dentrifrices—Dr. Lyon’s, 30.2 per 
cent; Colgate’s, 30.2 per cent; Phil- 
lips milk of magnesia, 6.3 per cent; 
Squibb’s, 6.2; Calox, 6.1; Listerine, 


5.1; Pepsodent, 5.0; Kolynos, 3.8; 
Pebeco, 2.5; and Ipana, 2.5. 
Soaps—Lux, 26.2 per cent; Ivory, 


23.8 per cent; 
cent; Lifebuoy, 
Camay, 8.8. 

Fruit—Apples, 28.5 per cent; ba- 
nanas, 24 per cent, and oranges, 15 
per cent. 

Dog food—Red Heart, 
cent; Ken-L-Ration, 8.7 
and Rival, 2.5 per cent. 


Palmolive, 17.5 per 


56.2 
per 


per 
cent, 


“Builder” Promotes Two 
J. S. Crane has been appointed 
Eastern manager of American 
Builder, succeeding the late R. E. 
Clement, and J. C. Jones has been 
named assistant manager of East- 


ern sales. 


“If your mother sent you to buy a| 


16.2 per cent, and | 


Offering a 


¥ Re: Time -Tested 
= “TANGIBLE 


F PLAN 


a 
= .F to our 
; Advertisers 
Ask About It! 
pre) 


~% RESULTS” 
MERCHANDISING 


Representatives 


J. WM. HASTIE NEW YORK 
F.E.M. COLE 
DUNCAN A. SCOTT 


PACIFIC COAST 


CHICAGO 


Retail Linage 
for Week Off 
Only 1.6 Per Cent 


Chicago, Dec. 23.—During the 
week ended Dec. 17, retail linage in 
80 cities reporting to the ADVERTIS- 
ING AGE Index of Retail Activity 
showed a decline of only 1.6 per 
cent from the corresponding week 
of 1937, continuing a trend toward 
last year’s levels which has been 
apparent for several weeks. 

During the week, total retail lin- 
age carried by the reporting papers 
was 30,625,845, a decrease of 509,- 
396 lines from the 31,135,241 caried 
last year. 

For the year to date, the 80 cities 
show a decline in this classification 
of 10.3 per cent, the 1938 total be- 
ing 961,518,243 lines, compared with 
1,072,218,882 last year. 

Weekly variations in linage be- 
tween this year and last for every 


weekly period are shown in this 
| tabulation: 
a) ae ee eee ere — 0.8) 
| Jan. 8 aw. & vk ee Oe ee a we Ore 2.4} 
” Sivn so 6k saa oF add oat 6 - 3.7 
PGT 05 6 4 hp ded be E Roe 8 §.1) 
Sn ss wining Gene «xR adware ta 
8 eS, eer ree 7.4 
reer ee — 7.7] 
‘Pee, 1... receeeeee — 68] 
|Feb. 26 . 11.4 
|March 5 ............. 14.8) 
March 12 16.6 | 
SO eee eee 18.3 | 
March 26 14.2 | 
Perret errr eT 0.9 | 
CE errr re .. oo BB) 
CON er ee rere — 9.8| 
EE by 64a Te tecsenews ed 15.7 | 
OL Ee ae ee 10.8 
|. 2 See eee eee 12.3 
Se eines eee oes wee eu —14.8 
BE ii cscyncn neuen —143 
AE as phi hades + dowels aes —14.7 
ot Baer ere re ~14.6 
bk) eee ere —14.9 
NS Sere ere 14.8 
June 25 16.9 
July 7 14.7 | 
|July 9 14.4 
Ca A, Bee 13.0 | 
2 ee 13.9 
July 30 13.3} 
Aug. 6 13.1 
MS ee kis he ne eee ad, 13.5 | 
|} Aug. 20 12.4| 
Aug. 27 . 13.1] 
DS Mic oak 6i eka eneweas 11.9} 
Sept. 10. 8.3 | 
Sept. 17... sees 12.3] 
Sept. 24 ... oe 9.2| 
Oct. 1 15.5} 
Oct. 8 12.7 | 
| Oct. 15 12.4) 
Oct. 22 10.9 | 
Oct. 29 7.2| 
Nov. 5 4.9 
Nov. 12 4.8) 
KAM ao ea ee aS 4.9) 
| Nov. 26 5.3 
Dec. 3 7.3 | 
Dec. 10 3.5 
| Dec. 17 el 
The tabulation in the adjoining} 


|column shows individual linage fig- 


Index. 


On IPI Essay Committee 


The advisory committee for the 
third annual essay contest on color 


sponsored by the International 
Printing Ink Corporation, New 
York, in addition to several authori- 


ties in the printing trade, includes 
the following: Dr. M. F. Agha, art 
director of Conde Nast Publications: 
Leland W. Cutler, president of the 
1939 Golden Gate International Ex- 
position; Dr. John H. Finley, editor 


emeritus of the New York Times, 
and Grover Whalen, president of 
the New York World’s Fair 
DeVry to McJunkin 

DeVry Corporation, Chicago, 


maker of sound and silent cameras 
and projectors, has appointed Mc- 
|Junkin Advertising Company, Chi- 
cago, to handle its advertising 


Fastener to Boyd 
Safety Fastener Company, Bloom- 
field, N. J.. maker of Safe-T-File 
fasteners and Safety adjustable eve 
had hi appointed J. Clement 
J 


sovd, Inc Montclair, N 


ures for each city included in this} 


ee, 


Markets 


Based on total retail advertising volume in all newspapers in each 
(Copyright, 1938, by Advertising Publications, Inc.) 
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city. 


ant 


——_—= 
Gain ) Gain 
51-Week 51-Week 51-Week or Loss or Loss 
Period Period Period 1938 1938 Week W eek 
Ended Ended Ended over over IEended Ended an 
City Dec. 19, 1936 Dec. 18, 1937 Dec. 17, 1938 1936 1537 Dec. 18, 1937 Dec. 17, 1938 Los 
TAkron, ©. 17,010,025 16,749,860 11,652,108 31.5 —30.4 414,146 308,983  <o> 
Altoona, Pa. 6,567,006 6,882,673 5,413,420 17.6 -21.4 131,404 134,246 , 
Atlanta, Ga, 15,605,814 16,199,460 16,420,782 5.2 + 1.4 971,312 677,208 18 
Baltimore, Md ve 23,142,394 23,555,652 22,085,122 -4.6 6.3 731,882 718,299 ’ 
Birmingham, Ala.. 12,128,440 12,988,920 12,634,426 2 2.7 351,722 354,620 ; 
Boston, Mass. ....... 21,484,265 20,945,671 20,343,886 -5.3 2.9 675,568 789,008 Ts 
Bridgeport, Conn. ‘ 9,627,532 10,147,964 9,168,956 4.8 —9.7 312,592 276,864 
Buffalo, N. Y.. oii 17,904,806 19,332,276 16,456,504 8.1 14.9 611,016 538,888 
eee, I, Mite ceeas 4,215,930 4,193,390 5,984,595 5.5 1.9 112,197 120,993 
Cedar Rapids, la..... 5,117,658 5,221,818 41,782,064 =f ,¢ -8.4 143,486 144,550 
Charleston, W. Va.. 10,773,938 11,859,008 10,955,518 1.7 7.6 451,535 405,629 TT 
'"Chattanocoga, Tenu 6,697,16 6.506.005 8 8=—«_.. wee — moe 149,542 een ; 
Chicago, tl : : $1,293,266 33,403,702 30,809,220 1.6 7.8 911,768 946,897 
Cincinnati, O 17,260,562 17,990,089 15,755,852 8.7 12.4 534,145 536,297 ‘ 
Cleveland, © 20,495,328 21,825,080 17,821,197 13.1 18.4 619,173 555,303 1] 
Columbus, © ; cit  Ieekewet, i _.ucgmenitn ; aa 421,686 451,602 +3] 
Dallas, Tex, : 20,555,825 22,112,664 20,988,460 2.1 —5,.1 716,739 721,899 (* 
Davenport, la 9,029,522 10,375,488 9,458,148 .:7 —§.9 297,136 257,138 
Dayton, © 14,489,580 15,843,870 13,309,124 8.2 16.0 489,594 363,484 
Denver, Colo, 10,380,538 10,637,600 8,240,344 20.6 —22.5 264,665 183,305 
Des Moines, ta. 6,525,637 6,660,786 6,435,954 —1.4 —3.4 180,398 184,309 rey 
Detroit, Mich 22,424,481 22,942,637 18,459,304 -17.7 19.6 667,292 649,421 4 
El Paso, Tex, ats  hkkpeee . .. .@.tee = 260,392 251,020 rs 
ee Sa 5 2 es ares 8 7,702,390 9,440,400 8,928,384 15.9 5.4 256,662 238,308 / 
Kvansville, Ind. ..... 13,266,190 13,113,857 12,385,126 —6§.7 — 5.6 412,174 386,316 é 
Fall River, Mass..... 3,497,273 3,491,729 3,263,024 i re 92,758 108,493 T: 
ll a ee 9,281,211 9,381,736 7,483,588 19.4 20.2 264,488 240,632 4 
Fort Wayne, Ind..... 11,799,718 12,021,829 10,774,701 8.7 -10.4 331,618 318,150 a | 
(lary Tina errr ee 6,446,687 7,198,172 1,636,983 12.4 21.7 175,508 155,840 “11.2 
} (Grand Rapids, Mich.. 0,839,368 10,663,682 8,810,378 10.5 —17.4 285,614 290,052 +] 
Greenville, S. C...... 6,199,325 6,895,321 6,672,733 +7%.6 = % 195,678 180,599  —7 
| Houston, Tex, 15,035,362 16,707,726 16,752,782 +-11.: + 0.3 517,860 518,392 0.1 
Indianapolis, Ind 18,471,453 19,111,629 16,331,226 11.6 14.6 559,594 544,208 9 
Jacksonville, Fla. 8,770,351 9,384,998 S.977,996 + 2.4 “4.5 267,694 269,234 if 
Jersey Clty, N. J... 2,441,087 2,374,775 2,108,460 13.6 11.3 66,911 71,805 7 
Kansas City, Kan, 2,570,169 2,779,048 2,810,815 + 9.4 +1.1 73,164 
Knoxville, Tenn 10,010,805 11,021,820 10,204,593 1.9 ~7.4 $25,948 
Little Rock, Ark 9,540,207 9,611,280 9.312.878 2.4 se 270,326 15 
[On BORON CALs: i emevas 25,974,428 23,734,377 —8.6 754,280 1G § 
Louisville K \ : 16,289,603 14,287,317 ; 12.3 455,772 6 5 
Lynn, Mass : 10,226,272 9.883.790 ~ 8,009,944 7117 —138.0 ~~» 948.528  —bh0 
Manchester N Hi é 3,972,475 3,857,532 3,697,782 3.5 —4,2 117,908 oq 
Memphis, Tenn 11,733,726 12,394,412 11,633,790 0.9 = | 393,316 44 
Milwaukee Wis 16,240,710 18,549,528 15,456,542 4.8 16.7 527,366 994 
Minneapolis, Minn. 15,400,612 14,871,426 13,629,720 11.5 —8.4 389,361 359,018 =] § 
New Bedford, Mass... $3,424,356 3,440,948 3,165,624 7.6 —&.0 129,584 107,884 16.8 
New Haven, Conn.... 9,174,494 9,527,314 9,133,852 0.5 —4,1 245,966 247,086 +f) 
New Orleans, La..... 20,297,347 20,694,443 19,409,267 -4.4 6.2 620,201 653,501 
‘New York, N. Y... 68,074,559 67,112,691 60,722,264 10.8 9.5 1,820,862 1,926,432 
a 4 a. a ee 7,298,758 6,166,724 4,810,062 34.1 —22.0 99,832 113,390 - 
Norfolk, Va bee eee 9,814,506 9,717,906 9,463,776 3.6 —2.6 255,178 269,948 58 
Oakland, Cal, cebae 7,958,652 8,003,018 7.596, 826 -4.6 —_.s | 237,142 243,785 28 
Oklahoma City, Okla. 11,494,263 12,760,566 11,817,448 2.8 a=] 4 363,636 332,178 8.7 
han de Mh eee 11,482,201 12,020,348 10,491,270 —8.6 —12.7 355,442 337,645 ~5, 
Philadelphia, Pa..... 20,106,506 30,941,602 27.412.202 ~&.9 -11.4 873.954 847,205 —3,) 
Phoenix, Ariz 7,638,428 7.628.740 7.818.158 > 4 +25 »#4210.868 ~~302.090 —42 
Pittsburgh, Pa 24,142,216 25,499,250 20,130,628 16.6 21.1 655,550 632,898 3.5 
Porthind, Ore ; 12,472,843 12,945,844 11,809,702 5.3 8.8 306,040 $01,952 13 
fFProvidence, RI 13,828,385 14,177,002 10,808,915 21.9 —~23.8 370,635 344,730 —j 
Reading, a 4,910,296 11,112,244 9,701,327 2.1 =13.7 293,902 266,000 9 
Richmond, Va 13,746,262 13,526,422 12,356,302 10.1 = 105,916 —04 
Rochester, N.Y 1N,O81, 353 17,760,537 14,819,858 22.3 16.6 $47,487 +37 
Rock Ishind-Moline 8,722,400 9,301,731 8,506,442 2.5 8.6 236,320 lid 
Sacrament (al OOS 384 8.786.785 8.068.599 10.5 &.2 212.030 15 
San Antonio, Tex 6,694,632 6,592,274 6,55 14 2.1 0.6 189,543 +152 
San Diego, Cal 14,518,370 14,191,004. 12,927.678 10.9, —8.9 102.976 —4 
San Franciseo, Cal 16,027,026 16,560,427 15,250,221 1.4 7.9 429,920 am) 
Seattle, Wash 10,192,166 10,379,264 10,016,23 Py 3.5 257,068 283,010 16 
Souls Bens, ind 237,046 9,491,155 7,232,484 21.7 23.8 249,937 221,126 —11 
Spokane, Wash 7,634,701 7.848.008 7.336.420 —$.9 6.5 187,082 200,522 +72 
St. Louis, Mo .. 18,883,930 19,662,060 17.901.225 5.2 8.9 4477.320 1 
St. Paul Minn, 18,290,585 12,473,497 11,233,136 15.5 4.9 368,003 
Syracuse, N.Y ; 12,385,480 12,040,940 10,989,538 11.3 8.7 $20,712 
*Tacoma, Wash 6,496,715 6,396,768 6,070,288 6.6 ee | 166,208 
Tarte Mla 6.064.608 6,366,462 6.236.802 2.9 20 204,540 
Toronto, Ont. Can... 21,076,544 19,777,767 17,808,286 _ —15.5 9.9 561,258 
Troy, XN. ¥ bs 1,159,708 41,388,013 4,141,396 0.4 5.6 128,338 
Tulsa, Ok da 10,327,869 10,003,956 9,274,752 10,2 7.3 295,442 
Washington Ir «ft 30,220,971 38,297,966 35,598,745 4.2 7.1 1,251,574 
Worcester, Mass 12,301,750 12,634,847 11,226,482 8.8 11.2 354,529 
Youngstown, © : 9.324.131 0.103.025 7.408.400 _ ee 20 G -18 6 ~~"934.342 
Total 1,003,589,189 — 1,072,218,882 W61,518,243 8.0 10.3 $1,135,241 30,625,845 1 
‘Akron ‘Times-Press discontinued Aug. 28, 1938. Pe : ea ee em Ty 
‘New York American discontinued June 24, 1937, 
Brooklyn Times-Union discontinued June 8. 1937. 
SJournal and Sunday American discontinued June 8. 1937 
*Daily Ledger discontinued June 23. 1987. 
Providence Tribune discontinued May 1, 19388. 
‘'*Not included in totals. 
* Por “> « “Oring 7 . “Or. . . . 
Business Editors (0.03.0 Si? S.ckeapeya| Print Testimony on 
scuss Ss y > ers oO 1e 
Elect Wri ht Temporary National Economic Com- Monopoly Probe 7s 
g mittee. Among those who met with|_ The Bureau of Nationa] Affaits 


New President 


Washington, D. C., Dec. 20.—Roy 
V. Wright, editor, Railway Mechani- 
cal Engineer, was elected president 
of the Nationa! Conference of Busi- 


ness Paper Editors here today. 
Other officers were selected as fol- 
lows: 


Eastern vice-president, Roy Dick- 
inson, Printers’ Ink: Western vice- 
president, Bernard L. Johnson, 
American Builder and Building Age: 
treasurer, S. D. Kirkpatrick, Chemi- 


cal and Metallurgical Engineering: 
secretary, Judd Payne, Associated 
3usiness Papers, Ince Directors: 
Raymond Bill, Sales Management: 


Douglas Woolf, Textile World: J. H 


Van Deventer, Iron Age: Victor 
Marx, Bakers’ Helper: Frank G. 
Steinebach, Foundry: and Paul 
Wooten, McGraw-Hill publications. 

About 20 editors attended the 
two-day conference session, which 


the editors were Senator Joseph C. 
O’Mahoney, TNEC chairman; Thur- 
man Arnold, assistant attorney gen- 
eral in charge of anti-trust prosecu- 
tions; Dr. Isador Lubin, head of 
'the Bureau of Labor Statistics: W. 


Inc., Washington, D. C., is producing 
a verbatim record of the hearing 
before the Temporary Nationé 
Economic Committee, including 
charts and graphs presented te 
| committee. , 
The record is being printed in th 


O. Douglas, chairman, Securities | plant of the United States a 
and Exchange Commission: and | The Bureau's address is 2201 : 
Leon Henderson, secretary of the | Street, N. W., Washington. 


TNEC. 
Another session of the conference 


was tentatively scheduled for Feb- | 


ruary. 


Rahn Appointed 

Irving Rahn, Milwaukee commer- 
cial artist, has been named Wiscon- 
sin representative for Oil Color 
Litho Company, Chicago. 


‘Manson Appointed 

D. S. Manson & Associates, Min- 
neapolis, has been appointed for the 
Elston Electric scraper account of 
Highway Safety Appliance, Inc. 


Declares 10°/, Bonus 

Conover - Mast Corporation, Ne 
York, publisher of Mill & Factor 
and other business papers, has de- 
clared a ten per cent bonus based OP 
the annual salaries of all employes 
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ADVERTISING AGE 


Careful Radio 


Under New Laws 


FTC Probing Inflection, 
Emphasis of Announcers 


Dr. Fishbein Says 


New York, Dec. 20.—Under the 
new food, drug and cosmetic act, 
and the Wheeler-Lea amendment to 
the Federal Trade Commission law, 
there is relatively more safety in | 
printed, than in spoken adv ertising, | 
Dr. Morris L. Fishbein, editor of the 
Journal of the American Medical 
Association, told members of the 
Pharmaceutical Advertising Direc- 
tors Club here last week. 

Discussing the need of eternal 
vigilance against violation of federal 
regulations, Dr. Fishbein reminded 
the pharmaceutical advertising men 
that the Federal Trade Commission 
can rule on interpretation of copy 
as well as the actual wording, a 
fact of especial importance in radio 
advertising. 

“Radio script,’ he said, “is more 
subject to interpretation—not only 
in the announcer’s words, but in his 
inflections. By inflection, by a 
change in emphasis, the entire 
meaning of a sales message can be 
altered. There is more possibility 
for harm in radio than in printed 
advertising and one thing which 
these new laws has done is to turn 
attention to the relative safety of 
printed copy in periodicals, direct 
mail, or outdoor posters.” 


Says Probe Is Under Way 


Dr. Fishbein declared that FTC | 
investigators are probing several in- 
stances of alleged infractions where 
the whole question at issue was the 
part played by the announcer rather 
than the copywriter. 

Intensive study of the new fed- 
eral regulations was urged by Dr. 
Fishbein, who said that it will be 
years before “we know where we 
are at’ under the new laws. He 
predicted that while the new legis- 
lation will put many unethical prod- 
ucts out of business, it will do more 
good than harm to ethical pharma- | 
ceutical houses. 

In answer to a question concern- 
ing the preparation of copy for ad- 
vertising medicinal products, the 
speaker advised consultation in 
advance of publication, with one of 
the American Medical Association’s 
councils. 

“You are going to find it neces- 
sary to rely upon expert advice,” 
said, “and the future develop- 
ment of food, drug and cosmetic ad- 
vertising is going to bring about 
greater cooperation between the 
manufacturers, the AMA councils, 
and the government agencies than 

the past.” 


AMA INDICTMENT MAY 
AFFECT ADVERTISING 


| 

Washington, D. C., Dec. 22.—In- 
dictment of the American Medical 
\ssociation, charging violation of 
nti-trust laws, was viewed here 
today as the initial move in a strug- 
Which can conceivably affect 
medical advertising in gen- 

| and the AMA’s position as an 
biter on foods, drugs and 


| 
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ADVERTISERS MINISTER TO FLYING BABIES | 


| AIR LINES 
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Gerber's baby foods, a can of Carnation milk, a package of National Zwieback 


and a package of N. B. C. graham crac 


kers make up the major contents of this 


special infant's kit which is now taken aboard United Air Lines ships to serve 


infant pa 


ing Dr. Morris Fishbein, editor of | 
its Journal, and three other organ- | 
ized medical associations. It was 
based on alleged acts of these 
against the Group Health Associa- | 
tion, a medical cooperative here. 

The defendants are charged with | 
restraint of trade in preventing this 
cooperative from functioning freely. 
The question as to whether the 
medical profession can be consid- 
ered a trade is one certain to re- 
ceive much argument. 


The possible effects of this action, 


should the charges be proven, may | 


be important in connection with the 
amount of advertising used by 
either cooperatives or other medical 
service organizations. The latter 
advertise now, but it is believed 
that a new viewpoint—which might 
be inspired by a verdict adverse to 
the AMA—would further stimulate 
this type of linage. 
Councils Are Active 


Food and drug product adver- 
tisers know the AMA chiefly 
through its Council on Foods and 


its Council on Pharmacy and Chem- 
istry. The former, for example, has 
examined thousands of products 
without charge, allowing the manu- 
facturer to state in his advertising 
for the product that it has been 
approved by the council, if such is 
the case. A Council on Cosmetics 
has also been in operation for some 
time, although acting only in an 
advisory capacity regarding prod- 
ucts advertised in the Journal. 

Dr. Fishbein, perhaps the most 


| widely known of the defendants to 
|advertisers through 
| pearances on the speaker’s platform, 


numerous ap- 


said in Chicago that the AMA would 
defend its position to the utmost. 

The board of directors, he said, 
has been authorized, “with every 
means in its power to establish the | 
right of organized medicine to use 
its disciplines to oppose types of 
contract practice damaging to the 
health of the public.” 


Food Hearings Jan. 16 


etics. 


The indictment returned here 


federal grand jury also names 


eral officers of the AMA, includ- 


Proposals for establishing defini- 


by|tions and standards of identity un- 


\der the new Food, Drug and Cos- 
|metic act for tomato puree, 
|catsup and juice will be considered 
Jan. 16. These are the first hear- 
|}ings to be scheduled since the act 
| was passed. 
‘Sokolsky to Speak 

George E. Sokolsky, who is writ- 
ing the present series in Liberty on 
“The American Way of Life,” will | 
address the Chicago Federated Ad- 
vertising Club luncheon Jan. 12 at 
the Sherman Hotel 
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Wyeth Combines 
Art with Business 


in New Venture 
Dec. a1. 


Philadelphia, 
that art and business can be effec- 
tively combined has been evi- 
denced in a new promotional ven- 
ture of John Wyeth & Brother, 
manufacturing chemist. 

The promotion, as dignified as 
befits a plan directed at medical 
men, involves distribution to physi- 
cians of prints of oil paintings in a 
series created by Dean Cornwell, | 
well known American artist, for} 
the American College of Surgeons. 

These paintings dramatize sig- | 
nificant events in the progress of 
medicine and are being shown to} 
medical conventions and other sim- | 
ilar meetings. 

The first in this series, for exam- 
ple, is titled “Beaumont and St. 
Martin.” It deals with the achieve- 
ments of William Beaumont and} 
portrays the beginnings of his 
study of the stomach’s 
functions through treatment 
wounded trapper. 
will follow 
three years. 


10,000 Get Copies 


To those physicians who request | 
copies of the original, Wyeth has 
mailed an elaborate brochure, con- 
taining a 10 by 13 inch reproduc- 
tion in full color of the original 
and a story of the milestone in 
medicine depicted in the painting. 
More than 10,000 have already 
been requested. 

The only advertising used by 
Wyeth on this brochure appears on 


of a 
Other paintings 
throughout the next} 


paste, | 


the back cover along with a bio- 
| graphical sketch of Mr. 
This copy mentions four recently 
developed products offered as “con- 
| tributions of importance to physi- 
jcians having a special interest in 
|the gastro intestinal tract.” 

George A. Kellogg is in 
of the promotion for Wyeth. 


——— 
To Manufacture Shoes 


James P. Keith and George 
|Keith, who recently resigned a. 
Geo. E. Keith Company, Brockton, 
Mass., have formed Keith, Keith & 
| McCain, Inc., at Rockland, Mass., to 
manufacture a line of medium 
|priced women’s style shoes. Pro- 
preg sed will be started shortly after 
the first of the year. Edwin W. 
| McCain, of St. Louis, is associated 
j with the new company. 


charge 


Wage, Hour Booklet Out 


“40 Questions and Answers on the 
Wage and Hours Law,” a new book- 
let, has been issued by Prentice- 
Hall, New York. Copies may be 
obtained from the publisher upon 
request to 70 Fifth avenue. 


| 
| 
I 


jconference last week between 
|Chairman MeNinch of the FCC and 
| Senator 

| Montana, 


i No 


\lowing the 


— Proof | 


digestive | 


Cornwell. | 


Congressional Probe 
of Radio Industry 
or FCC Improbable 


Both to Work Out Own 
Problems, Is Current 
Belief 

Washington, D. C., Dec. 22.—A 


Congressional investigation of either 


the broadcasting industry or the 
Federal Communications Commis- 


sion probably will not be under- 
taken in the forthcoming session, 
iccording to latest indications here. 

These developments followed a 


Burton K. Wheeler of 
chairman of the Senate 
{Interstate Commerce Committee. 
official announcements were 
nade by either of the conferees fol- 
meeting. Nevertheless 
it was learned that both the Com- 
mission and the industry will be| 
given an opportunity to work out} 
their own problems without sub- 
jecting either to an_ investigation | 
which, of itself, would do little to) 
improve current conditions. 
Meanwhile it became apparent 
that further personnel shifts would 
take place at the FCC. It was 
\learned from a _ usually reliable 
|source that included in the “resigna- 
'tion” class would be two of the 


present FCC commissioners. 


F. D. R. Backs McNinch 


It was indicated that the Com- 
mission’s major difficulty is efficient 
| administration. With the directing 
j|heads openly warring, it has be- 
come impossible to carry out even 
relatively simple procedural prob- 
le “ms. Chairman MeNinch, who has 
‘carte blanche from the President to 
|put the FCC on a workable basis, 
|is expected to use every effort to 
|put the FCC’s house in order 
|quickly as possible. 

While there are many legislators 

in Congress who favor an investi- 
\gation of the gee and inciden- 
\tally the FCC 
there will be numerous resolutions 
introduced calling for such an in- 
vestigation, more conservative 
\figures in Congress see little good 
|to the public as a whole from an in- 
vestigation at this time. 
It is felt that the radio industry 
is a new one and that it should be 
|given every opportunity to make 
| voluntary changes that meet with 
‘general public approval and are in 
the public service. These concern 
|both the type and kind of programs 
las well as concentrated control of 
broadcasting facilities by limited 
numbers of owners. 

While the current “monopoly in- 
vestigation” of the radio industry 
|by the FCC is not a factor in any 
decision against a Congressional in- 
vestigation, important legislators 
believe that the Commission should 
be given a chance to “do its own 
job.” 


as 


Strike Fund 
Finances Exhibit 


The National Brotherhood of Op- 
|erative Potters will use a strike 
lexhi of $30,000 to help finance an 


exhibit at the New York World’s 
\Fair in cooperation with United 
| States Potters’ Association. 

The exhibit will embrace 2,316 
|square feet in the home furnishings 
| building. 


|New Post for Bunting 


John H. Bunting has resigned as 
director of advertising and publicity 
for Seiberling Rubber Company, 
Akron, to join Akron Aircraft Com- 
pany, which will develop a new type 
of safety airplane invented by 
Howard and Joseph Funk. 


Egan Promoted 


Joseph L. Egan has been ap- 
pointed vice-president in charge of 
public relations of Western Union 
Telegraph Company, New York, 
effective Jan. 1. He has had charge 
of contracts and railroad relations. 


and undoubtedly | paying the bills. 


OFFER SMALL LOANS 


SOTTSING SET TEER BABES CREBIT FactLiries 


j ee ee oe 
Banks in Cleveland and nearby .. lending 
smd nang se age Youn nd uch ed 


SOW TO OSTAIN MONTY ON THE LOAN FLAN) «6SOW TO BOT OF THE PURCHASE PLAS 
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Indicative of the growing trend among 

commercial banks to enter the small loan 

field is this newspaper copy for Cleve- 

land Trust Company offering two new 
services in this field. 


Building and Loan 
Groups Find 
Advertising Pays 


New York, Dec. 21.—Advertising 
has paid big dividends for 32 build- 
ing and loan associations in this 
area, according to a survey just 
completed. During the first half of 
this year, associations wl.ich adver- 
tised increased their business an 
average of $203,000, while the eight 
non-advertisers showed an average 
improvement of only $3,220. 

Of the 32 building and loan ad- 
vertisers, 24 are currently conduct- 
ing a cooperative campaign in two 
local newspapers. The other eight 
advertise separately. The coopera- 
tive drive will be expanded Jan. 1 
with the addition of another paper 
to the schedule, and an increase of 
40 per cent in the budget. 

The cooperative promotion began 
16 months ago with six associations 
Eight other spon- 
were added by Jan. 1, 1938, 
and ten more since. Insertions of 
480 lines appear once every three 
weeks, and bear the names of all 
the sponsors. 

The advertising committee of the 
cooperative associations is headed 
by Harold N. Brodhead, vice-presi- 
dent, Railroad Building & Loan As- 
sociation. The campaign is under 
the direction of Grant & Wadswor 
& Casmir. P. M. Southworth is ac- 
count executive. 


sors 


L & T Gets Cubs 


National Biscuit Company, New 
York, has appointed Lord & Thomas, 
New York, to handle advertising for 
Cubs, its new whole wheat cereal. 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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CBS Buys Control 
of American 
Record Companies 


Nev. York, Dec. 22.—Purchase of 
American Record Corporation by 
Columbia Broadcasting System last 
week was viewed here today as 
a move destined to strengthen Co- 
lumbia’s competitive position in 
transcription services, although CBS 
officials made no comment upon 
possible immediate effects. 

CBS purchased 80 per cent of the 
record company’s stock for $700,000, 
receiving an option on the balance. 
The record company was a sub- 
sidiary of Consolidated Film Indus- 
tries. Acquired by CBS in the deal, 
as subsidiaries of American Record 
Corporation, are four other phono- 
graph and record companies. 

Revival of Interest 

William S. Paley, CBS president, 
in announcing the purchase, com- 
mented on the widespread revival 
of interest in both classical and 
popular records as a result of tech- 
nical improvements in records, ra- 
dio combinations and phonographs. 

Illustrative of the march of time 
is the fact that CBS was once a 
subsidiary of American Record. This 


was for a six-month period in 1927 


MEN SPEND MORE FOR CLOTHES THAN WOMEN? 


before the network acquired its 
present name. Sa 
With the purchase, CBS now 


° ° CHILOREN 
takes over manufacture and distri- 


bution of recordings bearing Co- 
lumbia, Brunswick and Vocalion 
labels. Pending permanent appoint- 
ments, these officers have been 
named to direct the record com- 
pany: Adrian Murphy, president; 
Frank K. White, treasurer, and 
Ralph F. Colin, secretary. 


| 
| 


Male 4 Female - + @—y- 


y 


“Cue” Buys “Jersey Life’ | ‘ 

Cue magazine, New York, has} 
bought Jersey Life, a weekly publi- | 
cation circulating in Essex, Union, | 
Somerset and Morris counties, N. J., 
to be merged with the North Jersey 


AGE (TEARS) 


AMO wOmEMAKERS OF ProvEecT 
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HEAD OF HOUSEHOLD 
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Figued 4.- AVERAGE CLOTHING EXPENDITURES FOR OFFSPRING, HALE HEFOS, 


am® PRIGR-YEAR FAMILIES, BY AGE 


AMO GEX, SEVEN RESETTLEMENT PROVECTS, 1935. 


edition of Cue effective with the 

Dec. 30 issue. David H. Hedley, | 

tormerly publisher of Jersey Life,| munities. 

has been named advertising and 

business manager, and pone = 

Schmidt, Jr., formerly of the Nort — ° 

Jersey edition, a be promotion Vining Publishes 

and circulation manager. Offices’ Selling Slants 

we © ~« Io Ng 

are located in East Orange, N. J. | «Sam’ Vining’s Selling Slants,” 

|written by Vernon E. Vining, direc- 

tor of department store sales for 
iol ; snorn.| Westinghouse Electric & Mfg. Com- 

tion New York, hos appointed B.D, |P22Y, Mansfield, O., has been pub- 

Iola Company, New York, to direct lished by Prentice-Hall, New York. 

advertising for Corette Customold| The book contains selling hints 

slips. Newspapers, rotogravure and| given by Mr. Vining in some of his 

national magazines will be used | talks to sales groups throughout the 

during 1939. country. 


Corette Slips To Iola 


More 


luted circulation 


Measured in 


can prove. 


MANAGEMENT. 


DOLLAR SIGNS Mean 


In the hospital field, measuring circulation by numbers means 


very littlhe——what the advertiser needs is concentrated, undi- 
circulation HOSPITAL MANAGEMENT provides. 


MANAGEMENT are pretty small pumpkins, but in the 
hospital field a small circulation—when it is concentrated 
and undiluted—goes a mighty long way. 

Measured in buying power, the subscribers to HOSPITAL 
MANAGEMENT stack up amazingly well— they spend far 
more than their share of the billion dollars that the hospital 
field pours into the stream of American industry every year. 
And they provide inquiries and orders for advertisers at a 


far lower rate than other publications in the field, as we 


If you want to sell to hospitals, the easiest and most 


economical route is through the pages of HOSPITAL 


Hospital Management 


The National Magazine of Hospital Administration 


100 E. Ohio St.. Chicago - 


Pacific Coast representatives: Don Harwuys A Co., 


than NUMBERS 


to actual buying units . . . the kind of 


numbers, the subscribers to HOSPITAL 


330 W. 42nd St., New York 


law Angeles and San Francisco 


(iy 


Chart from @ new booklet of the U. S. Department of Agriculture, giving results 
of a study of standards of living among residents of rural resettlement com- 
As shown here, male clothing expenditures top those of females in 

almost every age group. 


Rattecnd Senearch 
is Sales Aid 
for Coal Industry 


Chicago, Dec. 22.-Completing six 
months of research toward improv- 
ing coal’s function as a source of 
heat and power, the Chicago and 
Eastern Illinois Railway has an- 
nounced the opening of a permanent 
coal exhibit and research headquar- 
ters here. 

Strengthening its own position as 
a coal carrier and as an investor in 
coal properties along its route, the 
railroad also expects to help the coal 
industry bolster a lagging sales 
curve through promotion of coal as 
the most dependable and economical 
all-purpose fuel. 

Under direction of Charles N. 
Lammers, C&EI fuel engineer, the 
program centers on research and 
education in the proper use of the 
various types of coal; treatment and 
use of various types of heating and 
power units; and study and coop- 
eration with civic leaders to mini- 
mize air pollution. 


Railroad Is Laboratory 


The entire railroad has been uti- 
lized in the program launched in 
July, each power plant, heating 
plant and locomotive serving as a 
laboratory for various types of ex- 
periments. These findings are avail- 
able now to coal producers, sales- 
men and manufacturers of heat and 
power equipment. 

No plans have been made as yet 
to incorporate or feature the exhibit 
or program in regular C&EI adver- 
tising, although one insertion was 
used in the Chicago Journal of 
Commerce to announce the opening 
of the exhibit. 


Electric Blankets 
to Get First 


Broad Promotion 


New York, Dec. 22.—Though 
General Electric Company has in- 
troduced its recently perfected elec- 
tric blanket on a limited scale, the 
first broad promotion to be placed 
back of the new product will be 
launched Jan. 1 in cooperation with 
Consolidated Edison Company of 
New York. 

Concentrated newspaper advertis- 
ing over the signature of the Edison 
company and its affiliates will be 
supported by window cards, posters, 
special folders and sales literature 
to be included with bills mailed to 
customers. General Electric will 
detail more than 100 jobbers’ sales- 
men to aid dealers and special dis- 
plays will be featured in all Edison 
showrooms. 

The G-E electric blanket will be 
offered at $39.95, in contrast with 
regular prices of from $44.95 to 
$69.95. The blanket features the 
standard control cabinet with trans- 
former and thermostatic devices 
which allow it to operate at low 
voltage for safety and make the 
operation completely automatic. 
Once adjusted, the blanket will 
maintain the desired temperature 
regardless of changes in the room 
temperature. The blanket sale will 
be coupled with sun lamps in an 
effort to raise the appliance average 
for the first quarter. 


Government Pt 
Forecasts 11% Dray} 


in Farm Income 


$7,625,000,000 Mark 7 
Higher Than Mid-Yey fb 


Prediction F 


Washington, Dec. 22.—Cash in. 
come to farmers from farm prg. 
ucts marketed this year and fro, 
government payments is expected 4 
total $7,625,000,000 in 1938, the By. 


reau of Agricultural Economie 
estimated today. : 
This estimate is $125,000,9q 


higher than that given earlier in the 
year (ADVERTISING AGE, Aug. 8), al. 
though it represents a decline of 
per cent from 1937 farm incom 
placed at $8,600,000,000. 

A 20 per cent decline in crop rm. 
ceipts and an 8 per cent drop jp 
receipts from sale of livestock ang 
livestock products are advanced 9 
responsible for the decrease. Goy. 
ernment payments this year ey. 
ceeded those of 1937 by $133,000.00 

The increase in the current jp. 
come estimate as compared with 
that given this summer, the Bureay 
said, is due largely to a pickup jp 
industrial activity and a consequent 
rise in industrial workers’ income: 
Receipts from meat animals, dairy 
and poultry products have reflectes 
this improvement. 


Gross Income Down 


Gross farm income —a_ figure 
which may be compared more rea- 
sonably to industrial workers’ jp. 
comes because of its inclusion of the 
value of farm products retained fo 
home use—is now estimated by the 
Bureau at $8,875,000,000. This com- 
pares with $10,003,000,000 in 1997, 

The value of farm products r- 
tained for home consumption is esti- 
mated at $1,250,000,000. This esti- 
mate has not been changed sine 
August. 

The following figures show esti- 
mates, in millions of dollars, for 
farm income this year as compared 


with last year for various commodi- 
ties: 


cmmmmemmnenratiiii ii Re =, °F 3 


1937 1938 

Pe @cecvtbatateaes 1,073 830 
Cotton and cottonseed.. 864 710 — 7 
Fruits, vegetables...... 1,150 900 St 
WOOD 56 hie-daes ear ves 319 285 " 

All Crops ...........3,871 3,100 

Meat Animals ......... 2,039 1,900 

Dairy Products ........ 1,530 1,450 


Chickens, Eggs ........ 
All Livestock and 
Livestock Products.4,362 4.025 
Government Payments. 367 500 


A. M. Stockman Agency 
Now Lee-Stockman 


Lee - Stockman, Inc., has _ been 
formed to take over the business of 
A. M. Stockman Advertising 
Agency, New York, founded in 1914 
by the late A. M. Stockman, who 
died Nov. 10, 1938. The personnel 
and policies will continue as hereto- 
fore. W. Arthur Lee, who prior to 
1934 was for many years with the 
organization, returns as_ president, 
and Lyman A. Stockman has been 
promoted to vice-president and sec- 
retary. 

Lee-Stockman, Inc., will retait 
all accounts previously handled by 
the agency. Several new clients 
have been acquired including the 
Zippor Mfg. Company, Bradford. 
Pa.; Cornell Iron Works, Inc., Long 
Island City; Stassen Floral Gardens, 
Roslyn Heights, L. I.; Max Geislet 
Bird Company, Watson Elevator 
Company, Firmenich & Co., an 
Orbis Products Corporation of Ne¥ 
York, and Armstrong Mfg. Com- 
pany, Bridgeport, Conn. 


Devine Drops Stations 

J. J. Devine & Associates, New 
York, will discontinue its radio di- 
vision at the end of December, anc 
transfer the 35 stations which it has 
served in the national field during 
the past two years to Burn-Smith 
Company, New York, exclusive sta- 
tion representative. Devine wil 
continue as exclusive national rep- 
resentative of daily and Sunday 
newspapers. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


FOR BEST AD IN DETROIT JOB CRUSADE VITAMIN A THEME FOR NUCOA 


" NUCO 


‘THE WHOLESOME “THRIFT SPREAD’ 


wits VITAMIN A | 


Best Foods Company, New York, utilizes the likeness of this healthy —— to dramatize the vitamin A virtues of Nucoa. 
Strobridge Lithographing Company handled the production. 


FIRST LIFE MEMBER SHOULD PROMOTE DOMESTIC FELICITY 


Gilbert U. Radoye, director of publicity, Gar Wood Industries, and general 

chairman of Detroit's Crusade for Jobs (left), presents the Hal G. Trump award 

for the best newspaper advertisement featuring the crusade to Colen W. Hunger- 

ford, advertising manager of Michigan Bell Telephone Company, while George W. 
Welch, president of the company, looks on. 


WINS PRIZE IN "GUINEA PIG'' COMPETITION 


Col. J. H. Long, publisher of the Hunt- 

ington, W. Va., Advertiser, holds up the 

life membership certificate awarded him 

by the local advertising club at a recent 

meeting—the only such certificate ever 
issued. 


SHIPPING-DISPLAY BOX 


This window display of nationally advertised products, set up by John J. Mueller, 
St. Louis druggist, won one of the prizes in the American Druggist-Cosmopolitan 
Magazine contest based on the "Who's a Guinea Pig” series running in the mege- 
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le Leader Now ? 


Toastmaster Products Division, McGraw Electric Company, Elgin, Ill., used 

large space color rotogravure to demonstrate, via the reflected images, the 

future domestic happiness in homes brightened by gifts selected from its line. 
Erwin, Wasey & Co., Chicago, placed the copy. 


New shipping case for Tender Leaf tee 

which opens into a counter display. 

Produced by Hinde & Dauch Paper 
Company. 


OLD PRODUCT GETS A NEW PACKAGE 
Striking Dodge poster now appearing throughout the country. Produced by Con- TELLS COMPLETE STORY 


tinental Lithograph Corporation for Ruthrauff & Ryan, Dodge agency. 


COMMENTATOR NAMED "MAN OF THE YEAR" 


— a 
i € 


NORTHLAND SKIS 


Internationally Famous 


Lowell Thomas, adventurer, author, lecturer and news commentator, recently was 


Presented with Kappa Sigma fraternity’s annual “Man of the Year" award. Hill New three-color, lithographed poster for New fibre cans for Barton Salt Company, Hutchinson, Kans., produced by Ameri- 
Bleckett (center), president of Blackett-Sample-Hummert, is shown above present- Northland skis which achieves unusual! can Can Company, have a black background and « red band around the bottom, 
‘ng the pleque to Mr. Thomas, while W. W. Kergan, fraternity officer, looks on. attention value through its simplicity. while the name stands out in white. The old container is in the background. 
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ADVERTISING AGE December 26, 


She* Serves More 
Space Buyers 
Than Any Other 
Newspaper : 
Representative a 
In Texas 


a 
*By “she” we mean the young lady pictured (one of The a 
Dallas News ad-takers) and her associates on the Want-ad 
switch board table of The News. aie 


Classified advertising ts the advertising of the people ' 
themselves. In the main it comes voluntarily to a newspaper i 
through its ad-takers—chiefly of course to the one newspaper 
in each community. 


VE aie 


La Dallas News publishes more individual 


Classified ads than any other newspaper 
The News Maintains Its Classi- 


fied Leadership in the Face of in Texas. 
Its Own Definitely Restrictive 
Rules The News publishes more Want-ads and 


The News maintains a com- more W ant-ad linage than both the other 


plete censorship of all Want-ad 
copy. Questionable and unde- 


Dallas newspapers combined. 


sirable offerings are refused. 


Size of type and headings are ; 
carefully restricted for the pro: Figures for the first eleven months of 1938: 
tection of the small Want-ad 


user. The News’ total, 2,069,381 lines 221,583 lines 


News Want-ad col s are . 
sa adh dee a ead more than both other Dallas papers combined. 
wood.” Ads are discontinued 
upon expiration of orders. News 


Taahees ane Gap sue Want-ads must pay their users. Only 


paid for. 


results count with them! 


Sell the Readers of The News and You Have Sold the Dallas Market 


Tue Dattas Mornine News 


“Texas Major Market Newspaper” JOHN B. WOODWARD, Inc. 


Representatives 


Associates: The Semi-Weekly Farm News, The Texas Almanac, Radio Station WFAA (50,000 Watts) 
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